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The Greatest Opportunity— 
Children’s Shoes 


medical examiner in some 
school will turn his attention 
from tonsils to toes. 

He will leave off gazing at ade- 
noids for a while and take a good, 
long look at little feet. 

When that day comes it will shock 
a lot of people to learn what a large 
number of school children are being 


(= of these days some bright 


By R. L. Prather 


cruelly maltreated. Parents, teach- 
ers, school boards, and the general 
public seem to be in blissful ignor- 
ance, or indifference, as to the condi- 
tion of children’s feet. A survey by 
a competent board of orthopedic 
surgeons would disclose some amaz- 
ing conditions. 

A few schools for young women 
have gone into the matter and pre- 


scribed the kind of shoes that must 
be worn by their pupils. 

Too late. The damage is done be- 
tween the ages of six and sixteen— 
sometimes earlier. 

Children’s shoes today are beauti- 
ful, well made, of good quality, and 
in the main designed for comfort. 
Improperly fitted they become in- 
struments of torture. 








BOOT AND SHOE 


In my boyhood days the shoes we 
wore were about the last word in 
ungainly ugliness and discomfort. 
Stiff-soled, wooden-pegged, copper- 
toed, cow hide “stogies.” No wonder 
we went barefoot in the summer. 
And that barefoot respite probably 
saved a lot of us from being perma- 
nently crippled. How many children 
are permitted to go barefoot today? 
Poor kids, they suffer the thraldom 
of shoes from one year’s end to an- 
other. 

With all our boasted “efficiency” 
and “scientific advancement” we 
seem to be blind to the fact that the 
feet of many little children are being 
sacrificed to the slogan “Get the 
Money.” 

True it is that there are hundreds 
of fine shoe stores giving real ser- 
vice to little feet. Some of these 
stores are nationally known. Some 
of them are now serving the third 
generation of customers. But it is 
of the general run of stores, the 
“money-getters,” we are speaking. 
Stores where indifferent owners per- 
mit incompetent sales people to put 
any kind of shoes 
onto tender little 
feet without re- 
gard to fit or fit- 
ness. 

Sizes 
0-5 
5-8 

8%-11 

11%-2 

2%-8 


T is a sad truth 
that too many 
people believe that 
any wide-toed, 
flat-bottomed, 
heelless shoe is 
the correct thing 
for any child. No 
matter how thick 
the sole if it 
bends in the 
hands of the clerk 
it is considered 
flexible. If the 


1-2 
2%-6 


Classifications in Shoes 
Approximate 
Ages 
to 2 yrs. 
2-4 yrs. 
4-6 yrs. 
6-9 yrs. 
9-14 yrs. 


10-13% 3-7 yrs. 
7-9 yrs. 
9-16 yrs. 


we can standardize elders’. 
Let me relate some cases that came 
under my personal observation a few 
years ago, back yonder where I used 
to live. Some little neighbors, boys 
and girls, five, six and seven years of 
age, used to come and romp on my 
lawn. They were mighty welcome 
and they soon felt as much at home 
there as if on their own domain. 


s¢ FT UNIOR,” a frail little fellow of 
six, growing too fast, loose- 
jointed, awkward, always stumbling, 
(he would trip over a stripe in a 
carpet) came running one day to 
show me his new shoes. They were of 
the othopedic type, at that time ac- 
cepted as quite the thing. Wide, 
round toes, heavy, thick, stitch down 
soles with extreme extension edges, 
no heels, flat on the bottom as any 
pancake. Junior’s gait as he ran 
was something like Charlie Chaplin’s 
—a sliding, spraddle-legged shuffle, 
like a fat woman on snowshoes. 
Poor kid. He knocked those ex- 
tension edges against his ankles, 
stepped on himself, stumbled over 


Sizes 
to 2 yrs. 
2-6 yrs. 
8-13 yrs. 
13-17 yrs. 


Term 


Infants’ 
Children’s 
Children’s 
Misses’ 


Growing Girls’ 14-20 yrs. 


Boys’ Footwear 


Little Men 8-10 yrs. 
Youths’ 7-14 yrs. 
Boys’ 11-18 yrs. 


Wanted—Another Name for “Growing Girls” 


RECORDER 


Terminology in Garments 
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everything. To obtain some freedom 
in his stride he turned his toes out 
at a wide angle and walked on the in- 
sides of his arches. A few weeks of 
that and he would have been tending 
toward flat feet. He simply could 
not bend those soles and the flat bot- 
toms and extension edges were in a 
fair way to wreck his feet. A talk 
with his father righted the wrong 
and freed his feet. 

Those shoes might have been fine 
for some other boy but not for 
Junior. 

Little Jack, a fat, chubby, rollick- 
ing scamp of five, limped across the 
grass one day and sitting down under 
the lilac bush proceeded to pull off his 
shoes and stockings. His mother 
did not approve of barefoot boys 
and I remonstrated with him. He 
whimpered “Shoes hurt.” Examina- 
tion of his feet revealed well-devel- 
oped corns on the ends of his toes 
and callouses on the bottom of his 
feet. Bunions were also forming. 

Think of it! On the feet of a 
little child! 

The shoes he had been wearing, 
I learned, had 
been purchased at 
a sale by the 
mother and put 
on those little feet 
by an extra sales 
person. They 
were two sizes 
too short and 
narrow. 


Term 


Infahts’ 
Children’s 
Girls’ 
Junior 
Junior Miss 


Misves’ LITTLE girl, 


just starting 
in to school, came 
to ask me what | 
thought of the 
shoes her daddy 
had bought for 
her. She had not 
worn them but 
she thought they 


Little Boys’ 
Youths’ 
Big Boys’ 


toes seem to have 
room, if the child 
does not cry out 
with pain, the 
shoes are accepted 
by parents. 

Common _ sense 
would seem to tell 
us that not every 
child should wear 
a flat - bottomed 
shoe; that not 
every child should 
wear a “duck-bill” 
last; that the feet 
of children vary 
just as the feet of 
grown people 
vary. 

We can no more 
standardize chil- 
dren’s shoes than 


To the many buyers and merchandisers of a children’s shoe department, a 
more interesting study is constantly presenting itself. In the words of one 
of these buyers, “The boys’ and girls’ shoes of today have not the same 


requirements of those of six years ago. With the new era in shoe affairs, we 
have dropped the designation of ‘Youths’ in the 1-2 run and have so classified 
the youths’ run that it is included in the term ‘Boys’.’ Therefore, commenc- 
ing with the babies in the 0-5 run, we have the children’s runs of 8-6 and 4-8. 
Then, the ‘Little Men’s’ run—and I prefer the designation of ‘Little Men’ 
rather than ‘Little Gents’,’ for it is more appropriate-in these days of ‘man- 
nish’ long trousered suits for the six-year-old. The ‘Little Men’s’ run in 
8%4-13%, then the ‘Boys’’ run from 1-6. 

“By the same token, there should be a change in the designation of the 
term ‘Growing Girls’.’ Misses, who are fitted in the run of 11%-2, are really 
our growing girls of today. The growing girl of today is a much younger 
type of girl than she was six years ago. The growing girl of today is one 
of from ten to twelve years of age, who takes a size 2%. When she arrives 
at the age of fourteen or fifteen years she is today a ‘miss’—six years ago shé 
would still be a growing girl. The girls around the twenties were, some six 
years ago, fitted in the women’s department; today they like to say that they 
are ‘misses,’ and come into the ‘Misses’’ department for shoes, but they cannot 
be fitted in a ‘Misses’’ size of shoe. However, they are fitted to a ‘Misses’’ 
size in a dress or coat. 

“Why not change the term ‘Growing Girls’’ for our 2%-8 run? It might 
take on the term ‘Misses Sophomore’ or ‘Misses Senior’ or ‘Senior Misses’’ 
or ‘Misses’,’ with the run from 114%4-2—termed ‘Junior Misses’.’ To my mind, 
the term of ‘Growing Girls’ is not now in harmony with the modern trend 
of affairs.” 


were pretty 
heavy. Daddy had 
paid a large price 
for them at one 
of the best stores. 
Well, I'll tell the 
world they were 
heavy. This little 
girl was fairy- 
like in her dainti- 
ness and grace. 


“She fairly floated 


when she walked. 
Her feet were 
slender and per- 
fectly formed. 
She was a natural 
dancer and her 
wonderful agility 
and gracefulness 
were well known. 
[CON. ON PAGE 61 | 
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To every child a 
book is given so 
that Wonderland 
means this store in 
Portland, Me. 











“ar F there is go- 
| ing to be a 
scrap over the 
size of a child’s shoe, 
it is better to have it 
at the time of the sale 
than later, when the shoes commence 
to hurt,” is the theory that Cropley 
& Anderson of Portland, Me., work 
on. - This firm has been consistently 
developing its children’s department 
for many years in various high class 
ways, and today is doing a mighty 
fine business with the better grade 
trade, as a result of intelligent 
methods. 

Each month they get the complete 
birth lists of the city and county. 
From the city list they select fifty 
of the most promising names and 
send each ‘one “The Book of Baby 
Mine,” a card of congratulations ar- 
riving at the same time. To the 
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New Business from Birth Records 


An infant foot- 
wear window 
with such won- 
derful sets of 
soft soles and 
hosiery that no 
god-parent can 
pass by without 
doing the honors 





county list is sent one 
of the “Wonderland” 
books. A card giving the name 
of the mother, child, date of 
birth and residence is made out 
for future reference. For the 
next several years, a birthday greet- 
ing card is mailed to each baby. 

In another file is kept the record 
of the children’s sizes. This latter 
file is a big business getter, espe- 
cially around Christmas time, as it 
allows fond uncles and aunts and 
grandparents to make presents of 
shoes that they know will fit cor- 
rectly. Out of town customers ap- 
preciate being able to send for shoes 
that they know will be right. 


ROPLEY & ANDERSON pay a 
great deal of attention to their 
windows, especially to the one that 
has children’s shoes displayed. This 





particular window is not trimmed to 
attract the grown-up, but the child. 
Stand near this window any day and 
hear, “Oh, Mother, look at those 
shoes!” repeated time and time 
again by keen-eyed youngsters. It 
will prove that this form has the 
right slant. 


HILDREN like to be addressed 

by their first names. They are, 
in the main, friendly little men and 
women. Therefore, it is a good plan 
to memorize their first names, and 
thus they come into the store to see 
the “nice men or women salespeople 
on every possible occasion. Women 
especially make very successful chil- 
dren’s shoe salespeople. They are 
naturally fond of catering to the 
whims of the little ones and a child, 
with its quick intuition, instinctively 
appreciates this attention. 
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Separate Service Will Boost 
Children’s Shoe Sales 


Don’t Merge Your Juvenile Department with Either Your Men’s 
or Your Women’s Departments 


HE tendency in Chicago shoe 
circles, and possibly those of 
other parts of the country as 
well, has been toward the elimina- 
tion of departments catering ex- 
clusively to children. At least 
three prominent Chicago shoe es- 
tablishments have recently discon- 
tinued their children’s departments, 
evidently feeling that they weren’t 
worth while. 

In direct contrast to this senti- 
ment is the policy of F. E. Foster & 
Company of Chicago and Kansas 
City. Foster’s has maintained a 
children’s department for almost as 
many years as there has been such 
a company and there is no indica- 
tion that Foster & Company will 
ever contemplate the abandonment 
of this part of their business. On 
the contrary, the company has been 


‘able to conduct its children’s de- 


partment in such a way that it has 
not only been able to stand on its 
own feet And show a satisfactory 
net profit, but it has added prestige 
and patronage to the whole store. 

The most important factor which 
has contributed to this result has 
been the Foster conception of the 
duties of a department of this kind. 
This idea of the function of a sec- 
tion dealing with children was out- 
lined by P. H. Stegeman, manager 
of the children’s department, as 
follows: 

“The service idea must be borne 
in mind more steadfastly in fitting 
children than in serving any other 
class of people. There is no doubt 
in my mind that the operation of a 
department for children requires 
more attention, more knowledge and 
more skill than any other in a store. 
The shoe man who keeps these 
ideals firmly in mind, however, will 
not only be able to make a satisfac- 
tory showing from the viewpoint of 
net profit when the records are tab- 
ulated, but he will get everlasting 
satisfaction out of his work. 

“To begin at the beginning, it 
takes an expert to fit a child prop- 





ere ~ ee 


N many cases where the 

children’s shoe business 
fails to show a profit, it is be- 
cause the department has not 
been maintained as a separate 
entity. Separate service seems 
to be the secret. At least it 
accounts in large measure for 
the success of the shoe de- 
partment in the F. E. Foster 
store in Chicago, whose meth- 
ods of doing business are 
analyzed in this article. 


ERAT OE 


erly. A six-year-old girl will fre- 
quently grow rapidly in a few 
weeks. It is safe to say that she 
will add half a size to the length 
of her foot in six weeks. The sales- 
man who fits her must bear this 
fact in mind and act accordingly. 
Otherwise, both the child’s foot and 
the shoe will suffer, and the mother 
will get the idea that the shoe was 
inferior in quality. 

“The most important thing to be 
borne in mind in operating a chil- 
dren’s department, in my opinion, is 
the ideal of service. Frequently a 
child’s foot will be slightly de- 
formed without the mother knowing 
it. In the majority of cases the 
child develops a peculiarity of some 
kind in her feet. While a malfor- 
mation of some kind immediately 
claims the attention of the sales- 
man, he should not wait for this 
to develop, but should be ready to 
invite the attention of the adult to 
the fact that the child’s foot is not 
perfect. 

















‘6° N some instances our men have 

warned the parent that the foot 
of the child is far from normal and 
suggested that it would be advis- 
able to consult a physician. In 
other cases, the fault has developed 
from ill-fitting shoes, or some kind 
of shoes not adapted to a child, and 


careful fitting has corrected the 
flaw. 

“On still other occasions doctors 
have advised mothers to bring their 
children to us for careful fitting 
and at other times doctors have pre- 
scribed a certain building-up of the 
shoe to correct a defect which is de- 
veloping. We have never solicited 
this kind of business, but we get a 
certain amount of satisfaction in 
cooperating with the medical pro- 
fession in this way.” 

Foster’s have never gone as far 
as some other stores in catering to 
the children’s desire for play. 
Nevertheless, a big rocking hoarse is 
maintained in the department as a 
concession to the small patron. In 
addition, not many of the Foster 
sales organization ever permit one 
of their small patrons to leave the 
store empty-handed. The Foster 
salesman is usually able to find, 
without too much trouble, a balloon, 
a top, or some other plaything 
which causes the eyes of the young 
customer to glisten with pleasure, 
and at the same time makes a fa- 
vorable impression on the mother. 


HE sales force in the children’s 

department is usually evenly di- 
vided between men and women. The 
wishes of the child, when expressed, 
are observed. The care with which 
salesmen for this section are se- 
lected, however, usually results in 
an expression of satisfaction from 
the tot who is to be fitted. Unless 
the shoe salesman likes children and 
is willing to go on record to that 
effect, he is never placed in the 
children’s section. Mr. Stegeman is 
satisfied that children possess some 
mysterious instinct, some sixth 
sense, which tells them immediate- 
ly whether a person likes them or 
not. If the child believes the adult 
likes him, he is prepared to recipro- 
cate without too much discussion. 
The main thing, therefore, is to 
have in the children’s section only 
men or women who really like to 
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be around the. young ones, even 
though the latter may be extreme- 
ly trying and illogical at times. 

It is a matter of record that many 
of the four-year-old ladies who 
were led into the Foster store some 
fifteen or twenty years ago to be 
fitted with shoes are still coming 
in. In some instances, they are ac- 
companied by youngsters of their 
own, whom they bring to the same 
department where their own first 
shoes were purchased. This a fair 
indication of the way the Foster 
policy works out over a period of 
years. 

It is, perhaps, worth mentioning 
that F. E. Foster & Company main- 
tain an attitude toward their em- 
ployees which is unusual. The 
transfer of customers which is in 
vogue in some stores is taboo at 
Foster’s. It is common practice in 
many organizations in the trade to 
turn a customer over to a new sales- 
man if the one who took the patron 
in hand originally seems unable to 
sell her. Not so at Foster’s. 


EITHER is there any question- 

ing of a salesman after a patron 
has left without buying. In many 
stores the employee is questioned as 
to the wishes of the buyer, and 
asked why he was unable to sell 
her. Some of those at Foster’s be- 
lieve that this method can be han- 
dled in such a way as not to reflect 


New types of football shoes are appearing. 


on the salesman thus interrogated 
and that the system has its good 
points. The management of the 
company, however, believes that 
a salesman who is good enough to 
become attached to the payroll has 
his full share of both knowledge 
and ability, and that if he can’t sell 
a prospect, no one else in the store 
can. 


VER a period of time a certain 

number of employees prove in- 
efficient in spite of this store policy. 
The fact that there is such a policy, 
1owever, and that it is carried out, 
has created a morale which is un- 
usual even in the best shoe stores 
of the country. Certain qualifica- 
tions are demanded before a shoe 
man can get into the Foster or- 
ganization, but once in, he is put 
“on his own” and kept there until 
he has clearly demonstrated he 
doesn’t belong. 

All of this explains to some ex- 
tent the success of F. E. Foster & 
Company in the children’s shoe 
field. Here is a class of business 
which ordinarily is hard to handle 
and which yields a somewhat small- 
er net profit than other shoes, be- 
cause of the smaller.selling price. 
The selling organization must be 
skilled and patient and imbued with 
the idea of service to their young 
customers. In view of these facts 
it is not strange that many shoe 
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men regard children’s trade as “not 
worth while.” F. E. Foster & Com- 
pany regard it as extremely worth 
while both in dollars and cents and 
the opportunity it gives to help the 
coming generation grow up with 
sound, healthy feet, as they should. 


Massachusetts Merchants 
Meet Oct. 21 


BostoN—The fall meeting of the 
Massachusetts Retail Shoe Mer- 
chants’ Association will be held at 
the Chamber of Commerce Building 
on Wednesday evening, Oct. 21. As- 
sembly takes place at 6 p. m. Din- 
ner at 6.30. The speaker of the eve- 
ning will be J. J. Murphy, who will 
give a talk on “Hosiery Merchandis- 
ing.” The style trend and future 
outlook for fall and winter will be 
featured in five-minute talks by sev- 
eral members of the association. F. 
W. Small, secretary, would like a 
prompt response to the question- 
naire enclosed with the notice of 
meeting. 


G. C. Thomas Head of 
United Last Co. 


At the last meeting of the Board 
of Directors of the United Last Com- 
pany, George C. Thomas was elected 
President. Mr. Thomas has for 
seven years past been General Man- 
ager of the organization. 


One of them is the “Featherweight,” an extra light type of 


shoe for players who run with the ball. It’s hand sewed. Then there is the “Kicking Shoe,” with its 
blunted: toe of sole leather. Also; there is the “Mike Murphy,” a shoe with a special ankle reinforcement, 


a stay of metal, to support ankles that are weakened by strain. 
will probably be done on the all around shoe, like the “Interscholastic,” which is favored by high school 


But the bulk of business in football shoes 


elevens. The sporting world predicts the biggest football season yet; so there are prospects of a brisk de- 


mand for footwear for football, as well as stout, sturdy shoes for the multitude who goes to see the game. 
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A Great Opportunity 


"Ea most neglected part of the shoe business is 
children’s shoe service. So many shoe buyers 
spend 90 per cent of their time in the selection of 
women’s shoes that when it comes to the require- 
ménts of their children’s department the nearest 
outlet for case lots, the nearest jobber gets the last 
minute order. 

The idea of planning ahead requirements of a 
children’s department is scarcely thought of. There 
have been so many consolidations of children’s de- 
partments with adult departments that it would al- 
most appear as if children are being shooed out of 


the store. 
The continuation of such a policy is going to 
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mean the organization of chain stores by the pro- 
ducers for a distributicn in leading centers of chil- 
dren’s shoes in typically juvenile shops, unless the 
merchant considers the value of handling his chil- 
dren’s shoes as a separate department by giving the 
best attention to the anticipation of footwear re- 
quirements, their proper display and advertising 
and their extra special sale by people who know 
their business. 

One of the outstanding developments in the chil- 
dren’s shoe service scheme of today is the opening 
of suburban children’s shops because with traffic 
conditions as they are, mothers are not bringing 
children into town for shoe selection. There are a 
number of suburban children’s shoe shops that are 
operating very successfully because of this change 
of buying habits. 

In a questionnaire recently sent out to retail 
merchants it was shown that 80 per cent of shoes 
selected were bought through the influence of the 
mother. The remaining 20 per cent were prin- 
cipally shoes purchased by the child who was sent 
to the nearest store for a pair of foot covering. 
The father seems a negligible influence in the pur- 
chase of children’s footwear. 

There certainly is a change coming over the mer- 
chandising of children’s footwear and we rejoice in 


. the opportunity it gives to alert merchants to make 


it one of the most active and best divisions of their 
business. 


New Terms Needed 


VERY hobo asking for small change uses the 
term “gents.” The hash house by the railroad 
yard has a sign “Ladies and Gents” and some men’s 
shops sell “Gent’s Furnishings,” so as a term hav- 
ing any value in business, “gents, big or little,” 
have no place in the shoe business. 

For fifty years the terminology of the trade has 
been “Little Gents” for that run of shoes 814% to 
1314. Isn’t it time that we change this designa- 
tion? Most shoemen prefer “Little Men” and that 
is particularly appropriate in these days of man- 
nish long trouser suits for the little six year old. 
The garment trades use no term such as “Little 
Gents” and in apparel you will find the term “Little 
Boys” used. 

“What can we say about “growing girls” as a 
shoe term? Today the shoes of the growing girls’ 
sizes, 1114 to 2, are junior misses’. There is no 
question but what she is a growing girl, but she is 
afraid of the term and she is afraid of the shoes 
for fear the sizes will never stop growing. The 
term “growing girls” is not in harmony with the 
modern trend of merchandising language. Junior 
misses’ is much better for the smaller run and 
misses, or senior misses for the larger run. 

We hope to see a national adoption of these 
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newer terms because the others 
have outlived their usefulness. It ow] 
is the prime function of a business Ol 
paper to advocate things of this 
sort for the betterment of mer- o}wO 
chandising practice. 


eae 
Rents and Taxes ql 


ENT and taxes add eight cents Olwt 
a pair to the manufacturing ( 
costs of shoes. How much they qo 1 
add to the cost of merchandising : 
shoes is more than any man knows. 

Manufacturers paid $25,000,000 U 
annually for rent and taxes, ac- 
cording to the latest census figures. 
This figures out about eight cents 
a pair for a production of 300,- 
000,000 pairs. 

The item of rent and taxes in- 
creased by 600 per cent for the 
war time period. It was the larg- 
est percentage item of increase in 
costs of making shoes. 

Back in the peaceful days, of the 
early part of the century, rent and 
taxes cost all manufacturers com- 
bined only about $1,000,000 a year, and were but 
a trifling part of the costs of footwear. 

Taxes swell costs all along the line, from the 
hide on the back of the cattle on the farm to shoes 
as they are fitted to the foot in retail stores. 

The tremendous task is to get down taxes. They 
are by far more responsible for costs of shoes than 
is the item of merchandising expense, including 
profit. 


College Insignia on Toes 


NCE it was the arm band, the hat band, the 

color of the necktie, or the frat class pin that 

told the youthful world that the wearer belonged 
to a certain college. 

The very latest is to have the college initial per- 
forated on the toe cap. Merchants when specify- 
ing shoe decoration, instead of the ordinary per- 
forated cap, now indicate a preference for an H, 
a B, or a C, or college shield on the toe cap. It 
is the very latest in college town footwear. 


New Sport Leathers 


T is only within the past two years that new 
sport leather for children’s shoes, which should 
not be confused with the old “Elk” leather, has 
come into existence. It has been made _ possible 
because today there is a demand for “small beef” — 
the young calf is turned out to graze—he gets 
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SHOO-ING THE SHOES 

OUT OF THE STORE —— 

AND HE NEVER KNEW 

WHY HIS STORE WAS 

SLIPPING —~- CHILDREN 
ARE CUSTOMERS 
IN THE MAKING- 


plump and fat—his meat is tender and good eat- 
ing—his skin is rich in animal fats—it tans, by 
a special process of chrome tannage, pliable and 
wearable. 

The new sport leather has a very fine, almost 
invisible, grain—it may get thoroughly wet and 
will dry out soft and pliable—it is a leather that 
“breathes”—as experiments have shown. It has 
been wet thoroughly on the inside with soapsuds 
—and when breathed upon from that side the bub- 
bles will come through to the outside. But when 
the air pressure comes from the outside, while 
the shoe is on the foot, moisture will not pene- 
trate. It takes an excellent polish. 


Short Cuts Doomed 


FACT which really needed no emphasizing, to 
the intelligent observer, namely: that the 
centuries-old method of supplying the public 
through the channels of wholesale and retail ‘‘mid- 
dlemen” is a method which has the solidest and 
soundest of basic reasons for existence and con- 
tinued use, bell-ringing nothwithstanding. It is 
true economy, through the utilization of specialized 
abilities and functions. 
And this is an age of specialization. More than 
any other time, this is the age of the well-equipped 
merchant. He need only keep abreast of the best 


practice and experience among the members of his 
own trade, in order to hold an assured plaee in the 


community. 


rag. 
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FORECAST OF THE NEXT ISSUE 


GRIN’S FAIRY TALES 
By George Gayou 


Once upon a time there was a retail 
shoe clerk and a customer. Go on 
with the story from here: “Lady, this 
style was new when women were old- 
fashioned enuf to pay cash in depart- 
ment stores. No, we ain’t sold a pair 
in six months. This pattern must be 
‘red hot’ ’cause I heard the boss say 
he was going to stick ’em in the fur- 
nace. There’s not another pair in 





town (or out) like ’em. Between 
me’nyou, the boss couldn’t get 50 
cents a pair for them selling ’em to 
those Mexicans with trick feet. Of 
course they’re two sizes too big for 
you. But, this is the best fifty cents’ 
worth of shoes for $8.00 that. you 
ever bought in your life. For Gawd 
sakes, woman, don’t bring ’em back.” 


eS 


Once upon a time there was a bold, 
bad traffic cop. Go on with the story 
from here: Traffic Cop: “I’m so sorry. 
I beg yer pard’n. No one could be ex- 
pected to stop with the gestures I’ve 
been making. On hot days these red 
flannels are itchy and I was just try- 


r IA, 


<\ 
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ing to scratch a bite. You're an ex- 
perienced driver. I can see that; wide 
awake and alert too. We traffic cops 
make a lotta mistakes. Majority of 
times we’re wrong. I’ll see that it 
doesn’t happen again. If it does you’ll 
have to report me. onges my apol- 
ogy, and I'll have the chief write a 
letter asking leniency, and he’ll tell 
it to the judge, too.” 


d 
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Selling Rubbers by 
Suggestion 
A workable idea on moving rubbers at all 
times—whenever the shoes are sold, as well 
as in wet weather. Practical profitable 
power of suggestion applied. In next week’s 
issue. 
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Getting the Customer to Buy 
Your Shoes 

First article of a remarkable series by 
O. K. Johnson. A careful study of motives 
that induce folks to purchase footwear, and 
how to utilize these motives in selling more 
pairs. You just mustn’t miss this article 
and the others in the series. Read this next 
week. 


oo & 


Selling More Findings— 
How? 

The account of the methods employed by a 
La Salle retail shoe merchant to do better 
business in the accessories department—and 
what happened. In the next issue of this 


magazine. 


? 


wo 
ow 


The current questions that arise in your 
mind about your business—the latest slight- 
est swing of style, materials in favor, mar- 
ket dope, store management, trade news and 
dozens of other elements—all nicely covered 
in the next issue of the 
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P to the age of twelve is 
the new range of chil- 
dren’s shoes—above 
that mark footwear patterns 
after adult styles. This spe- 
cialization marks the opening 
of a new era for children’s 
departments 


Children 
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OLLOW the leadership of 

those merchants who have 

found that a children’s busi- 
ness can be made the most active 
and encouraging division of the 
store. 

To run a children’s department 
today it is surprising to see how 
few numbers are needed to cover 
a complete stock. No matter 
how you restrict yourself (be it 
a short line of soft soles, one pat- 
tern for a first step, a sport ox- 
ford, tan one-strap, one patent 
leather one-strap) and with this 
minimum stock you will be as- 
tonished at the amount of busi- 
ness possible. Children’s busi- 
ness does not need unusual 
numbers. You can concentrate 

to the limit. 
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sold over the counter without fitting. The better 

merchandising practice is to sell no children’s 
shoes that are not fitted. If the child cannot be 
brought to the store, its old shoes should be studied as 
to the fit of the new pair. Children in this stage grow 
a full size every six months. 

On this double page spread we illustrate a cross 
section of infants’ footwear. First—A champagne 
kid, flexible sole, front strap in a turn. Second—A 
patent leather and cocoa brown kid blucher apron in 
a turn. Third—A novelty button in patent leather 
and sand top, buttons to match in a flexible welt. 
Fourth—A four button flexible sole. (one step above 
a soft sole), in a beige kidskin with little red cutouts 
on the outer quarter. One of the cleverest things in 
children’s novelty footwear is the little rabbits, bears, 
etc., in cutouts or overlays on the quarters of shoes 


S sia soles, first steps and cacks are too often 


in this classification. Fifth—The lace boot is patent 
leather with mat kid top in a new close-edge stitch- 
down. 

Kid leather for the “kiddies” is in splendid demand. 
While, black and tan are the popular numbers, and 
there are many pinks, blues, greens, reds and gold 
kids for the very fancy shoes. 

Cabrettas, the tanned skin of the hair sheep of 
South America, is in greater use in children’s shoes— 
so are sheepskins—for the babies, mostly. There is 
some place for buck leather, especially in white (minus 
the powder), for infants shoes. 

Patent leather for the little folks, from the baby’s 
range up to the biggest size in growing girls’ and boys, 
is in. increasing demand. Mothers like patent leather 
shoes for the children because it does not require pol- 
ishing—rubbing with a soft cloth being the only re- 
quisite for cleaning—and the new tannages of patent 

leather wear well. 
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AS the age of twelve be- 

come the artificial limita- 

tion in the children’s shoe 
business? Not so long ago 
every children’s department 
qualified in footwear up to six- 
teen years of age for boys and 
girls. The tendency this last 
year has been for girls over 
twelve to step into women’s shoes 
and for boys over twelve into 
mannish shoes and lasts. 

Both of these changes in meth- 
ods of selection add expense to 
shoe making which naturally has 
to be passed on. to the customer. 
Such a condition if national in. 
character indicates the necessity 
of a children’s department for 
little girls and little boys only. 
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HE very heart of a children’s shoe business is 

pictured on. this double page spread. Purposely 

we give the more novel shoes because beauty in 
children’s foot wear has its place and is of increasing 
importance as each season goes by. There is a demand 
for the original in children’s patterns on the part of 
the public and every merchant must have them to 
brighten up his standard of stock. 

The first one strap shown on this double page 
spread is a patent leather spring heel number with a 
little fancy wave in the strap and a decoration in col- 
ored thread on the vamp. It is a good selling novelty. 
The little waist line, bow effect next shown is patent 
leather with a cocoa calf trimming and bow to match. 
The goring is beneath the bow. The fancy blucher 
pattern in the upper balloon is a combination. of pebbled 
calf in dark brown leather over light colored elk. The 
next number, a flexible moccasin, is in a dark brown 


plump calfskin. The apron and fancy toe effect in 
the last oxford is in dark brown calf over a light, 
smoked elk quarter and vamp. 

Materials for children’s shoes show a wide range of 
selection. There are the sport leathers, (commonly re- 
ferred to as “Elk’”), calf, kid, patent, cabrettas, sheep- 
skins, sides, suedes, buck, velvets and satins. 

Of all of the above, the new sport leathers are the 
most frequently chosen. Some buyers say that they 
select the new sport leathers in the ratio of 80% to 20% 
in the 8-2 run for the boys and girls—and again in the 
21%4-6 run of “boys.” 

The new sport leather is made from a good, green, 
overgrown calf’s hide—the calf being anywhere from 
seven to twelve months of age—a special chrome tan- 
nage is used and as a result a “mellow” and soft, yet 
a tough and wearable leather is the result, a highly de- 
sirable quality. 
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HE footwear illustrated on 
Tiiesc two pages is for that 

border line of trade just 
over the age of twelve up to six- 
teen. It is a fashionable juvenile 
period when. the influence of 
adult footwear is felt on the 
types of shoes selected. 

The shoes run in sizes from 
one to six with the young flap- 
pers and young sheiks calling 
for more styles and more mate- 
rials in this classification. The 
store that can get this trade ts 

building well for the future. 
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you tell the fashion side of misses’ footwear (once 

termed growing girls). Note the new pattern 
lines in the brown. leather oxfords. And the cocoa 
suede one-strap, too, indicate style all the while for 
juveniles, 

There are eighteen new spring colors in the new 
sport leathers—with “Coffee,” a medium shade of 
brown, “Dark Smoke” and “Light Smoke” as “The 
Big Three.’ Combinations will be very popular, both 
for fall and spring. Such combinations as Coffee with 
Light Smoke and Coffce with Dark Smoke make the 
best selling numbers. Other colors are “Tangerine,” 


Sreute and patent, strap and gore patterns—and 
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a light tan shade, chocolate, black, gray, almond, camel, 
and log cabin. 

Suedes are in good favor this year in the growing 
girls’ shoes, and to some extent in the misses’ run, 
especially with a trim in contrasting leather and color 
combinations. 

A big buyer for a children’s shoe department notes 
a great demand for black velvet in the growing girls’ 
2% to 7 run—and a few calls in the misses—11\% to 
2 run. 

Black satin is in good demand for the misses’ and 
junior runs—in the growing girls’ run, it is usually 
trimmed with a buckle and fancy stitching. 
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HE greatest opportunity in children’s service ts 

in the sale of extras. The first weeks of October 

a merchant ought to consider those specialties 
that can be sold to children in the way of gift articles, 
slippers, overgaiters and the like to the profit of the 
store and the pleasure of the parent who wants some- 
thing of utility as a gift proposition. 

There have been children’s shoe sections whose sales 
in specialties other than regulation shoes, have been 
fifty per cent of the total sales of the department. 
Felt slippers now sell the year round. They range all 
the way from the plain slipper to fancy bootees. The 
profit on them is most encouraging to their sale. Regu- 
lar cavalier boots for boys for the parent who wants 
to spend a little more money. 

Best of all for early selling we recommend galoshes, 


* il 


either in the four buckle arctic type, or with the new 
patented fasteners. There isn’t a child that shouldn’t 
have a pair for rainy days. The thing to do is to put 
the initials of the child on the outside or inside of the 
galoshes so that identification is complete. Every 
season we get letters from merchants asking us where 
initials may be obtained and no one suggestion on the 
part of the RECORDER has ever taken so well as that 
simple little idea of putting the initials of the child 
on the arctics. It has been copied in adult shoes as 
well. 

Some stores sell garters, fancy shoe trees, hosiery in 
boxes and specialties for children at a profit that is 
particularly satisfying because most of the articles are 
taken right off the rack and sold with a minimum of 
time spent. 
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She Walks In Beauty 
on the Avenue 


The salon on Fifth 
Avenue, a promen- 
ade down one side 
of this great fash- 
ion thoroughfare 
and up the other— 
made Footwear 
Week on Fifth 
Avenue one of the 
great style func- 
tions of the year 





TYLE in footwear coopera- 
Give shown is one of the fea- 
tures of Footwear Week on Fifth 
These shoes were exhibited 
at 556-558 Fifth Avenue in a salon 
most elaborately furnished by a 


Avenue. 


leading interior decorator, with 
staircase for the models to promen- 
ade and exhibit leathers and foot- 
wear. Ten beautiful girls from 
Broadway productions wore dupli- 
cates of the shoes displayed and 
showed. these shoes in a striking 
manner by walking down an ex- 
quisite marble stairway in the in- 
terior of the Salon. Sixteen of New 
York’s retail shops took part in this 
exhibition, consisting of: 








By Saks & Co. 
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Elizabeth Beers, Best 
& Co., Cammeyer, J. & 
T. Cousins, Delman, 
Franklin Simons, Nancy 
Haggerty, Hanan & Son, 
Henning, Ben Lewis, I. 
Miller & Sons, Pede- 
mode, Saks—5th Ave., 
Shoecraft, Sommers, 
Walkover—5th Ave. 
The Salon has two 
large show windows which were ar- 
tistically decorated. One window 
showed Black Kid Fancy Shoes and 
the other, Colored Kid shoes. One 
pair from each of the foregoing re- 
tailers appeared in each window with 
a card alongside of each indicating 
the retailer’s name. Five other 
styles from every retailer were dis- 
played in the interior of the Salon. 
The show girls also paraded on 
Fifth Avenue, showing these beauti- 
ful shoes. Considerable interest 


was aroused by the parading of these 
girls, and the crowds that gathered 
to view these shoes was so great 
at times, that it became necessary to 
have police assigned to keep the 
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Ten beautiful Broadway show girls, 
wearing the new shoes, walked down 
a marble stairway in the interior of 


the salon 


pedestrian traffic on the avenue 
moving. 

Throngs visited the exhibition 
from the time the doors opened and 
these visitors displayed exceptional 
interest in the shoes on display. It 
was noticeable that the visitors were 
a class that seemed genuinely inter- 
ested in shoes and appreciated the 
opportunity to view in one place, a 
collection of the finest footwear sold 
in this country. 

J. J. Lyons of the Surpass Leather 
Co., who originated the idea of this 
exhibit, acted as master of cere- 
monies, and was assisted by a staff 
ready to furnish information that 
would result in sales by the retailers 
displaying. 

By a special invitation to the shoe 
trade at large an evening style show 
for the trade only was held Friday, 
September 25. The fashion feature 
closed Sept. 25. 

Although this method of introduc- 
ing new style ideas is old in Europe, 
it is comparatively new in this coun- 
try—certainly so when done on a 
scale as elaborate as this. 
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Youth Must Always Be Served 


I—A liking for all children is an essential prelimi- 
nary to success in the children’s department. If you 
do not possess this quality naturally, cultivate it. 


If you feel that you cannot acquire it, hire someone who does sympa- 
thize with them. There is no class of customers that comes into the 
store that is so quick to resent a slight or see through the supercilious 
salesperson as a child. That is why it is necessary to have a sales force 
that thoroughly understands children. A boy ten or twelve years old 
wants to be recognized as a man, wants to be told that he is wearing 
shoes just like his dad’s. The girl of the same age also has decided 
ideas of what she wishes in shoes. So it is always advisable that the 
sales talk be directed to the wearer as well as the purchaser. 





Il—Secure the widest possible acquaintance 
among children and parents, making them your 
friends. 


This acquaintance, according to many men who operate successful 
children’s departments, is best developed through having that section of 
the store where the children’s shoes are sold designed to meet the re- 
quirements and fancies of the trade. Then, through the medium of let- 
ters to children, tell them in their own language the different shoes that 
can only be obtained in your store. Birthday cards sent to the younger 
children are always good. Souvenirs given after shoes have been pur- 
chased, if given in the same spirit as a man offering a friend a cigar, 

. help to build good will. Always offer your souvenirs after buying. 








Ill—Take advantage of every opportunity to ren- 
der a service, not to customers alone, but also to 
those who are not customers and may never buy 
from you. 


Someone who drops in for a button to be refastened on a pair of 
shoes that you did not sell, may be just the person to whom your adver- 
tising has been directed. Possibly they have come in purposely to see 
what kind of a department you have and to browse about a bit. Friend- 
liness on the part of the one with whom they come in contact, will have 
its determining influence in their selection of a future suitable place 
in which to buy shoes. Kids invariably pull the ends off their laces, 
so when the mother comes in to buy new laces, accompanied by the 
child, it is a good policy to put on new ends and charge nothing. 





IV—Let no circumstance of difficulty or incon- 
venience stand in the way of rendering the best ser- 
vice of which you are capable. 


In bad weather when people telephone in asking the price of rubbers 
or overshoes, make the suggestion that you send out several pairs to 
the home, by one of-your salesmen, so that the child may be properly 
fitted. One neighborhood store is known to have taken in over $60 
that way in one day. The customers were grateful for the service and 
the store received the business. Then, when waiting on customers, 
there are many little extra things that can. be done. A customer 
phoned in saying her little girl was on the way to the store and to fit 
her to a pair of party slippers. Unfortunately the required size was 
out of stock, but by explaining the situation and suggesting that the 
present shoes could be put in presentable shape, the day was saved. 
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—Kight Golden Rules To Follow 


V—tTake special pains in serving children whose 
bodies are unfortunately inefficient because of ill- 
ness or accident or whose feet are in any way ab- 
normal. 


Many little feet may be greatly helped through the making of cor- 
rective adjustments in the shoes. Sometimes a wedge or Dutchman in 
one or both shoes will go a long way in helping the little one to walk 
straight. Again in the case of thin ankles and low insteps, padding the 
tongues will help. It is seldom necessary to make any changes on the 
big majority of shoes, owing to the fact that most children’s feet are 
normal. There are many ways of making regular stock shoes conform 
to the requirements of the special case, thus creating valuable good will. 








Vi—Sell the type of shoe the child’s foot requires 
and fit every shoe perfectly. 


Measuring devices should be used in determining the proper size in 
all instances for it is seldom that the child can determine whether or 
not the shoe fits correctly. Ball to heel fitting is more important in 
serving the younger trade properly than in the older folks. As a friend 
remarked: “It is better to settle the size question before the shoe is 
sold, than after it is worn.” The question “How does that feel?” is all 
wrong. Ask instead, “Where does it hurt?” and the little one will 
usually point out the offending place. If the place complained of is 
under the toe cap, it means another fitting. Too much care cannot be 
taken by experienced salespeople. 











VIi—Be sure that both shoes and service are satis- 
factory to both child and parents, counting satisfied 
customers the best of all your business. 


Parents are much more sensible now than they were a few years ago, 
in regard to the size that their children should wear. Having once 
gained their confidence through good shoes and good service, future 
sales come relatively easy. The retail price is a minor consideration to 
a fast growing number of people—the first consideration being fit, with 
wear and style following closely. When forced to act as an arbritrator 
between parent and child over the choice of a shoe, in shoes of equal 
value, it is usually wisdom to decide with the child, for who has not 
heard a youngster say, as he leaves the store in a pair of shoes that he 
does not like, “Believe me, I will kick these shoes out in quick time.” 





VIlI—While fitting the children, suggest the pur- 
chase of shoes by the mothers and give some particu- 
lar information about shoes for the father. 


The children’s department is rightfully considered a feeder for every 
other department in the store. A man or woman coming in the store 
alone is a visible prospect for just a man’s or woman’s shoe, but if ac- 
companied by a child, they become prospects for everything in the 
house. When buying their own shoes, parents are not so apt to sit back 
and take in the surroundings, as when they are buying shoes for the 
children. That is why so many stores are so particular about the 
appearance of their juvenile section. Salespeople can unquestionably 
help sales in other departments, by tactful remarks, especially in 
the case of young mothers. And the best possible time for this is 
when the mother is buying shoes for her children. 
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Selling Successfully 
to Children Only 


More Pairs Can Be Sold by Putting More 
Beauty Into Juvenile Shoes—Plus 


Specialization in Selling 


“aS long as children are born 
A bare-footed you will need 
the Children’s Shoe Store.” 

For twenty-seven years that has 
been the slogan of the exclusive 
children’s retail store condacted by 
Leander M. Churbuck at 15 Centre 
Street, Brockton, Mass. The slogan 


is not passé nor is the children’s 
shoe store, which, in the opinion of 
Mr. Churbuck, will develop exten- 
sively in the future. Because the 
trend is toward concentration he 
believes that the field. of the store 
specializing in shoes for children 
will be broader, the possibilities of 


October 3, 1925 


In 1898, 27 years ago, Leander 
M. Churbuck opened the first 
store in the world devoted ex- 
clusively to children’s shoes. He 
believes that the time is coming 
when these specialty children’s 
shops will have the cream of the 
trade. 


yr 


such stores will become apparent 
through the elimination of this line 
in the “old line” shoe store and con- 
sequently an increasing number of 
children’s stores will result. 

When Mr. Churbuck discusses the 
subject of children’s shoe stores he 
does so with a great deal of inter- 
est and intelligence. The subject 
has been his work for twenty-seven 
years, his store in Brockton having 
been the first retail shoe store in 
the world carrying children’s lines 
exclusively. He has a wide store 
of knowledge on the methods of 
operating this type of store, 
gained from his own experience and 
from the experiences of others in 
different cities, which he has stud- 
ied carefully with a view to perfect- 
ing his own particular service. 

Changes in the lasts of children’s 
shoes are frowned upon by Mr. 
Churbuck, who, when shown some- 
thing new in a last, says to the 
salesman, “Until the great Modeler 
is changed, the style of last for 
children’s shoes _ cannot be 
changed.” 


AVING labored in -the shoe 

shops, Mr. Churbuck in 1898 de- 
cided that if he opened a children’s 
shoe store selling shoes then being 
made by his brother, he would have 
time to continue with his: art. So 
he opened the children’s shoe store, 
which was the first of its kind; the 
same kind of a shop in Los Angeles 
which afterward lost its: identity, 
being the second. 

“The natural result of the de- 
parture from the old line shoe store 
which carried a general stock for 
the entire family and the establish- 
ment of stores specializing in grades 
of shoes for either or both men and 
women is that more children’s store 
will spring up,” he said. 

“From the general shoe store we 
have seen the men’s and women’s 
stores come and more recently the 
stores where men’s shoes only are 
handled, the claim being that the 
men’s trade is easier to serve and 
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is therefore the best trade. Be- 


cause the feral store hasn’t ca- 
tered as it nlp and should to the 
children’s trade, department stores, 
realizing the opportunity presented, 
have successfully added children’s 
shoe stores as departments in their 
businesses. 

“I believe it is true that the 
womarz does between 80 and 90 per 
cent of the buying for the home. 
She does her shopping in depart- 
ment stores and is_ therefore 
brought in contact with the shoe 
section for children. Women are 
more often in charge of such de- 
partments and an efficient woman 
as head of it can give valuable ser- 
vice. 


ssQYOME women can handle chil- 
dren’s trade wonderfully; they 
have a motherly insinct and are able 
to quiet and please the youngsters. 
“But the department store does 
not best serve the children’s trade. 
The specialist in any line is best 
because he concentrates on one en- 
deavor. An exclusive children’s 
shoe store must have the best chil- 
dren’s shoe because unless it has, 


it cannot get the trade from the 
general store. If cheap lines are 
to be handled, then variety and ex- 
tra service are necessary. I carry 
staples as regards lasts with few 
frills in style except for children at 
that age when they are the idols of 
their families—little models, al- 
most. Then many dressy effects 
are in demand with color and 
leather combinations predominat- 
ing. 


HE age of the cheap shoe has 

come and after awhile I believe 
we are going to see it settled to the 
point where some will be sold, but 
not anywhere near as many as at 
present. The demand for them will 
decrease soon, I feel. Values will 
always count. 

“Fitting is one thing that we 
stress. Always I try to sell the 
shoe for the child, not simply a 
shoe. Often I have told parents 
they were wrong in insisting upon a 
certain shoe in preference to one I 
recommended and frequently I have 
had them return, frankly confess 
that they were wrong and order a 
shoe which I believed was right. 
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“Narrow widths are necessary in 
children’s shoes for children at va- 
rious stages. Sometimes wherf the 
child grows rapidly and the foot 
gets especially thin even the nar- 
rowest widths require an inner sole. 
This is a trying problem, as too 
many narrow widths should not be 
on the shelves of a children’s store 
lest they remain there. Children’s 
shoes like others are more symmetri- 
cal today, designers putting more 
beauty in them. 

The children’s store of Mr. Chur- 
buck has been a unique success. 
The store enjoys a-fine reputation 
and is the Brockton leader in sales 
of juvenile footwear. The little 
tots like to hear the boss say, “Put 
your little piggies right in there.’” 
In Brockton it is more difficult to 
sell shoes than in any city in the 
country. Everybody is a critic and 
the product must stand the test of 
rigid scrutiny, but in the busy shoe 
center Churbuck’s sales continue to 
be very satisfactory and should be 
encouraging to anyone interested in 
the establishment of an exclusive 
store for children. It is an ideal 
and a profitable oecupation. 


The Greatest Opportunity © 


But her daddy, with the full con- 
sent of some shop man, was willing 
to imprison those fine little feet in 
a pair of clumsy, hideous, overweight 
shoes just because they were labeled 
“school shoes.” All right for a girl 
twice as heavy and strong and with 
muscles and legs like a young colt. 
But for that fairy child. Never! 

Sunday morning another little 
neighbor girl passed by on her way 
to Sunday School. She had been 
wearing spring heeled shoes of light 
weight kid but on this morning she 
appeared all diked out in a pair of 
patent leather pumps with French 
heels. She was eleven years old. 

Now, take a good long think on 
that. 

Right next door lived a family 
with two boys—regular fellers. The 
kind of boys you like to see. The 
father made it his business to go in 
person to the shoe store with those 
lads and superintend the fitting of 
their shoes. He told me he had 
been subjected to so much torture 
in his boyhood that he had deter- 
mined when he grew up and had boys 
of his own never to allow them to 


(Continued from Page 42) 


be mistreated in badly fitted shoes. 

“T don’t care how many pairs they 
wear out. I’m not going to handicap 
them for life with heavy, ungainly 
shoes just to save a few dimes on 
longer wear.” Wise father. Happy 
sons. a 

Mind you, the above is not written 
in disparagement of medical exami- 
ners, school boards, teachers, or shoe 
stores in general. It is an attempt to 
call attention to a serious failing 
on somebody’s part. No sane person 
will deliberately cripple a child. But 
there has been a lot of loose think- 
ing. A lot of indifference. And a 
considerable amount of greed. 

Some one has been asleep at the 
switch. And from my seat in the 
laymen’s corner I arise again to in- 
quire: 

“Why do so many shoe merchants 
pay so little attention to the fitting 
of children’s shoes? 

“Why do so many merchants neg- 
lect an opportunity to create an as- ~ 
set that will pay big dividends in 
days to come?” 

It is my humble opinion that 


thousands of shoe stores have never 
given this phase of shoe selling more 
than a passing thought. 

If I had my life to live over I 
think I would devote it to the busi- 
ness of establishing a chain of chil- 
dren’s shoe stores where little feet 
could be fitted correctly—in the kind 
of shoes they ought to wear. And 
I’ll bet I would get mighty rich at 
it. 
It I were a legislator—God forbid 
—I would try to get a law passed 
making it a felony to misfit or with 
a shoe cripple a child’s foot. 

You readers may think the writer 
is too severe in this presentation. 
Charge it up to a love of children 
and a deep seated respect for fair 
dealing with humanity—young or 
old. 

No one but those who have gone 
through it can possibly know the 
facts in the case; can possibly vis- 
ualize the suffering and loss of effi- 
ciency due to the wearing of’ mis- 
fitted footwear. It is one of those 
ills which is cumulative in its growth 
and. no one knows it better than the 
writer. ’ 
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One Store— 


Many Shops 


Children’s Shop 
Fashion Lane 
Men’s Row 


Comfort Haven 


\ ] HAT’S the rear part of your 
store called? A hundred to 
one it is where the children’s 

shoes are kept. A double meaning 
in that last sentence, for in some 
stores it means literally “where the 
children’s shoes are kept,” and in 
many others “where the children’s 
shoes are sold.” But that isn’t the 
point. The question is, what do you 
call it; also what are the names of 
the right and left hand sides of the 
store? If the various departments 
are worthy of distinctive names, why 
not so label them? 

The Weschler Brothers of Erie, 
Pa., have it all figured out that the 
idea of tacking a descriptive name 
onto each department is a good pub- 
licity stunt. It is one of the many 
features that makes their store stand 
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Go-getter brothers, 
R. E. Weschler 
on the left, 

and H. J. 
Weschler 
on the 
right 


out from the crowd. Their mezza- 
nine floor is the “Children’s Shoe 
Shop,” while the place where Clapp, 


Heywood & Weschler’s “Lucky 
Seven” shoes are sold is “Men’s 
Row.” The I. Miller shoes are 


shown in “Fashion Lane,” in the 
rear of which is “Comfort Haven” 
—an arch preserver and cantilever 
section. Downstairs is where “Good 
shoes meet low prices.” Stockings 
are just inside the front door, of 
course—in the hosiery section. 

The big kick to this “naming busi- 
ness” is that the effectiveness lies 
in its being different. It appeals. 
There is no small town four-flushing 
when Weschler speaks of “Fashion 
Lane.” The smartest shoes in the 
country are there in mighty hand- 
some environments. “Comfort Ha- 
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ven” will suggest more to the aver- 
age mind than “Comfort Depart- 
ment” ever will. 

Let’s see who is responsible for 
all the clever names and these at- 
tractive pictures. To digress a mo- 
ment before starting the history 
stuff, bear this in mind—the mouth 
curve of every one of the thirteen 
folks in the Weschler store is shaped 
into a smile when you meet them. 
If the curve were reversed, it is a 
safe bet that the success they mod- 
estly admit would never have been 
accomplished. The secret of the 
success of this establishment is due 
largely to the upward curve of the 
corners of the mouth. 


66 ATTERY for Erie today, R. E. 

Weschler pitcher and H. J. 
Weschler catcher.” “Play ball.” Look 
them over, and listen to the story of 
their lives. On Friday, the 13th of 
September, 1901, the R. E. & C. L. 
Weschler Shoe Store opened the 
doors of its unpretentious little shop 
at 817 State Street, Erie. The su- 
perstitious dread of the day and date 
seemeG vindicated when, two years 
later, the business went into bank- 
ruptcy. The enterprise had been 
undertaken with no other assets 
than lots of experience, unlimited 
nerve, and a decidedly limited finan- 
cial reserve. 

Previous to this venture, Robert 
E. Weschler had worked in the shoe 
store of M. A. Krug. Mr. Krug was 
the only boss Mr. Weschler had ever 
worked for, so back there he went. 
Six months later he purchased the 
store of Charles F. Hummel. Once 
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again he was in business for him- 
self. 
~The rent is the same figure now 
that it was twenty-four years ago. 
Then it was $900 a year. Now it is 
$900 a month. Perhaps Joseph J. 
Weschler, son of Robert E., who is 
‘assisting in the buying of the 
women’s shoes, may be paying $900 
a week, in another score of years. 
In March of this year, a beautiful 
new building was thrown open to the 


























Double entrance—a great cus- 
tomer attraction 


people of Erie. Everything 
was going along fine in the 
new store, trade increasing at 
the rate of 33 per cent over a 
year ago, when on the night of 
June 6, someone forgot to turn 
off the switch of the X-Ray 
machine. Prompt work on the 
part of the firemen confined 
most of the damage to the 
rear of the store. These pic- 
tures show the store as it is 
now, fresh from its second remodel- 
ing. 

HAT 33 per cent increase was not 

due entirely to the new establish- 
ment, although it is believed to have 
played a large part in increasing the 
sales 10,000 pairs a year. A change 
in the advertising and buying poli- 
cies must be considered. too. The 
Weschlers are absolutely sold on 
publicity direct to the customer. One 
example may be cited of how they 
work their lists. Every boy from 
the age of twelve to seventeen years 
who goes to school, gets six letters 
@ year on the “Lucky Seven Shoes.” 
This line, as the name indicates, sells 
for $7.00, which is a popular price 
for youngsters. 

A special hosiery sale is held four 
times a year, when prices are cut 
about 20 cents a pair. This pays 
because an extra 50 dozen pairs of 
stockings are sold. 


The Weschlers were inoculated 


Left Side—“Fashion Lane” 
Right Side—“Men’s Row” 
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by the concentration bug some time 
ago, so that they tell the same stury 
as others, who have had the wisdum 
to turn the pruning hook into profit 
shares. Lower inventories, cleaner 
stocks and more sales, resulted when 
the lines were reduced to three 
grades, $7.00, $10.00 and $13.50. 

Harry J. Weschler says: “Today 
Wwe are enjoying the fruits of 
twenty-five years of effor{—attract- 
ing the finest class of patrons to our 
store; not only the ones 
who buy the highest priced 
shoes but those who are 
careful with their purse- 
strings. 

“Every department is 
showing an increase. The 
women’s department is far 
in the lead. The men’s 
department is the most 
sluggish. The new base- 


—~ 


ment department is doing 
fine. 

“We are going ahead just 
so long as we give our 
patrons good shoes and 
courteous service. If we 
fail after they have made 
their first purchase, we can 
never attract them to our 
store again, and we will 
then start on the tobog- 
gan.” 

N his staff letter he says: “Make 

the following resolutions: 

“Cater to the whims and ideas of 
our patrons, no matter how trying. 
Remember, they are really paying 
our salaries. Tell them frankly the 
size and width necessary; if they 
insist on being fitted their way, tell 
them in a nice manner that you want 
to serve them as they want to be 
served but your advice would be to 
take the size required. 

‘Use the measuring stick—allow 
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plenty of extra length for the weight 
of the body—the moral effeet of such 
fitting will help you make the sale 
quickly and build for you a staunch 
following. 

“Greet every customer when they 
enter or when you pass them with 
a cheerful, ‘Good Morning,’ or some 
seasonable greeting. Above all make 
them feel at home. Never make a 
statement that you will make them 
such and such a price because they 
are friends of yours. This is very 
poor salesmanship. 


s¢ J F it is necessary to ‘turn them 
over to some other salesman’ do 
it in a very tactful manner, using 
such an expression as, ‘If you will al- 
low me, I would like to have Mr. So 
and So show you some footwear; he is 
a little more familiar with su¢h and 
such stock and can find it quickly for 
you.’ Don’t ever speak in a 
tone that the customer can 
hear, “You take her, I can’t 
find anything she wants.’ This 
is destructive and will drive 
away.customers. 

“If it is necessary to refund 
money do it in a cheerful 
manner, informing either Mr. 
Weschler that it is necessary 
to refund the money and give 
it back with a smile. 






“Comfort Haven” Shop 


“Adjustments in women’s and 
children’s shoes to be referred to 
Mr. Robert Weschler. Adjustments 
in men’s shoes to Mr. Harry Wesch- 
ler. 

“Do not insist on a customer buy- 
ing a P. M. if it is not right in style 
or fit. This will harm you and the 
store. 

“This is not posted in the spirit 
of criticism but for the general good 
of the organization. As we succeed 
so will you. We need you and you 
need us—so we have everything in 
common.” 





Tape 











When it comes to sporty togs, 
loud clothes need correspond- 
ingly emphatic footwear 


BOOT AND SHOE RECORDER 


The Brockton Style Show 
“showed ’em’’—every shoe a 
wild number for the Southern 
resort season ahead 


The Public Gets a Thrill 


Over 100,000 People Get an Eyeful—Stylefully — 
at the Brockton District Style Show 


[ise have been all sorts of 
style shows, some for the 
chosen few buyers, some for 
the general trades and some for both 
merchant and his customers—but 
none can compare in magnitude with 
the Brockton Shoe Style Show for 
public interest. 

This show, held the first week in 
October as a feature of the Brock- 
ton Fair, rings a number of bells. 
First, shoe merchants from all over 
New England came to inspect the 
latest styles on runway, in show case 
and at the factory sample rooms. 
Second, every worker in every fac- 
tory got a thrill of pride of produc- 
tion by seeing his handiwork on dis- 
play so that he could tell his home 
folks, “I made that.” And, third, the 


public by and large saw a style show 
that was in operation from 12 noon 
until 8 o’clock at night, every minute 
a model and every other minute a 
novelty feature, vaudeville perform- 
ance, music and excitement. Pep was 
the order of Chairman Frank E. 
Packard, and the melody was con- 
tinuous, with the added attraction of 
every shoe being identified for its 
fashion worth and applauded there- 
for. 


AIRS are for the purpose of show- 

ing folks how well the community 
can do things. Usually its main at- 
traction is its cattle or farm prod- 
ucts—horse racing and the midway 
for diversion—and that’s about all. 
Not so in Brockton, for the Educa- 


tional Building lives.up to its name. 
Everything in shoes occupied the big 
pavilion, while the lower floor was 
given over to commodities and edu- 
cational methods. This style show 
was made educational by being prac- 
tical. It had a lesson to teach—that 
style in footwear is the reason for 
salability of footwear, and that men 
have found a place for style in foot- 
wear through the wider variety of 
clothes needed to round out a busy 
week. For that reason ten men in a 
group came out on the runway show- 
ing shoes for sport, then balloon 
types, then sport effects, feather- 
weights, shoes for conservative dress, 
for health wear and, for a finale, for 
formal wear. The men looked the 
part, and, in a group, felt more. like 
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Here are the Brockton Style 
Show “Balloon Boys’’—a new 
showing men’s 


method of 


Every 
wore 
with 


styles so they will tell a story 


strutting their stuff, 
for it took courage 
for men to go the long 
runway for all eyes to 
see. 

Some 5500 people 
were clicked off on 
the numbering ma- 
chines as present for 
the first performance 
and between’ those 
who stayed for a few 
hours and those who 
took time for a few 
sections of the show 
to pass, the modest 
estimate of attend- 
ance* was 100,000 at 
least. P 

It was a shoe festi- 
val, and although the 
emphasis was put 
upon the seven edi- 
tions of men’s shoes, 
the women models 
gave a colorful flavor 
to the show. The ox- 
ford bag _ trousers 
were a big hit, and as 
Elroy S. Thompson 
said: “This season a 
man will have as much 
room for one leg as 


THE STYLE SHOW COMMITTEE 


Standing—J. Frank Beal, Old Colony Piano Co.; A. Scudder 
Moore, Edison Light; W. W. MacArthur, Mawhinney Last Co.; 
Frank M.. Bump, Manufacturers’ Association; Frank E. Cobb, 
Tolman Print; John S. Kent, Jr., M. A. Packard Co. 
Seated—George M. Rand, Tolman Print; Mollie F. Hurley, model 
supervisor; Frank E. Packard, chairman, Geo. E. Keith Co.; 
Miss Alice L. Glidden, M. M. Arnold Shoe Co.; William B. Nash, 
W. L. Douglas Shoe Co. 


model in 
shoes 
extreme 


this group 
designed to go 
oxford bags 


a flapper will be al- 
lowed for two.” 

Men showed shoes 
in seven groups, ap- 
pearing on the run- 
way all garbed in the 
same type of clothing. 
The groups combined 
sports, short vamp 
college effects with 
extremely wide - bot- 
tomed trousers, bal- 
loon types with slight- 
ly narrower trouser 
bottoms, health shoes, 
“featherweight shoes” 
with lightweight 
clothing, formal eve- 
ning footwear with 
appropriate garb, and 
business shoes. The 
Stetson Snappy Re- 
vue was given at reg- 
ular intervals from 
12 noon until 8 o’clock 
in the evening. 

More women models 
were featured than 
ever before, showing 
shoes for all occa- 
sions. And the little 
folks’ shoes were 
given good display. 








pe mee ee 





nop rs eee ee 


BOOT AND SHOE RECORDER 





Ay 


yeah 


f 


“ee 
t 





“~, 





a 4 


Le cuir—c’est tout— 


The public has a natural, inborn appreciation 
of good leather. There exists a real affection 
for leather. The appeal today is stronger than 
ever. 


We do not underestimate the force of this trend 
in public opinion, and will continue to main- 
tain that high character of quality in “Com- 
pany” leather for which it has been famous for 
generations. 


Nothing takes the place of 


LEATHER 


THE UNITED STATES LEATHER COMPANY 


New York Chicago Cincinnati St. Louis Micimend 
THE UNITED STATES LEATHER CO. OF MASS. 
. “0 BOSTON 
Selling Agents 
McAdoo & Allen A. J. & J. R. Cook 
Philadelphia San Francisco 
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Best Shoes 
for Boys, Girls 
and the Babies 


Kreider’s SUPER In Stock SERVICE enables merchants to buy readily and 
keep their stocks right up to the minute. 


And this service isn’t all that makes wise merchants want to deal with 
KREIDER. 

There’s smart footwear—sturdy footwear—long wearing, good serving footwear 
for Boys, Girls and the Babies. 

KREIDER SUPER In Stock SERVICE and the KREIDER VALUE is a com- 
bination that builds good business. 

The two shoes illustrated are carried in stock for immediate delivery. 
Kreider catalog is your best friend—cheerfully sent on request. 


The 


There’s a Kreider Branch Located Near You for Quick Shipping. 







R-1557 Broadway Oxfords 


Full Chrome Patent Leather—Grey leather 
uarter lined and heel pads. 

ing tip—rubber heel—Goodyear Welt—all 
leather construction—built over our foot 


R-1304 Kreider Service Oxfords 


Full Chrome Gun Metal—tfull leather quarter 
lined—Goodyear Fair Stitched—all leather 
built on our foot form last in Misses’ and 
our new No, 25 last in Girls. Both wonder- 








form last in Misses’ and our new Stroller ful fitters. 

last in Girls. 

TAR. OD wc copasvwecnes 2.75 11%/2 DD scccesccccccces $1.85 
2SY/B BCD .ncccsccecsees 3.35 2%/8 Ge 6¢édwesvvenseni $2.25 
R-1556 same as above in Tan Hubschman’s 

No. 17 Light Tan Calf—Tan leather quarter R-1303 same as above Monarch Full 


lined. Chrome Light Tan 


Note—Shoes shipped from stock 
of Pacific Coast branches, billed 
at factory prices plus freight. 


Ne cy S$ WradorCe. 


DISTRIBUTING POINTS FACTORIES 
Philadelphia Pittsburgh Ohicago Annville, Pa. Elizabethtown, Pa. Middletown, Pa. 
Seattle San Francisco Palmyra, Pa. Lebanon, Pa. 
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D? Scholls Fall 


List of Publications 


PUBLICATION CIRCULATION PUBLICATION CIRCULATION 
General Health 

Saturday Evening Post ............... 2,315,633 Physical Culture........2.......-.---.-.--.2----- 292,125 

American Magazine ............................ 2,163,746 <o 

Literary Digest ... vue 1,300,000 Fiction 

American Legion Weekly. Cc DPN 641,272 Blue Book Magazine... 1: 182,567 

Success Magazine .. sees 110,554 Red Book Magazine 781,485 

Liberty Magazine ...................-..-..-..- 1,000,000 Faweett’s Magazine... 200,000 

American Weekly ................................ 4,528,126 (formerly True Confessions) 

ES NERS a ne Oe eee 1,700,000 Newsstand Group....... 1,200,000 

Ace High 
Woman’s Action Stories 

Ladies’ Home Journal ......................... 2,332,255 se ye 

Woman’s Home Companion .............. 1,873,150 Droll Se eorees 

Pictorial Review .................-...-.----------- 2,078,703 Li - St omnes 

Delineator & Designer .................... 1,617,120 at eens a 

McCall’s Magazine... =... 1,853,696 Ranch Re + — 

wen. ae rior a Heart to Biaat Biceies 

American Needlewoman.................... 593,621 Sna Gharies 

II np op ripe erireeoatgh 1,008,974 Telling Tales 

Gentlewoman |.......... —cigsensteensyrons True A roe 9 ae 

Household Magazine —...................... . 1,650,539 Y ‘= Manzi 

Needlecraft Magazine ...................- 1,035,120 ee eet 

People’s Popular Monthly .................. 854,510 . , 

Mother’s Home Life ............2--....... 800,000 Motion Picture 

Today’s Housewife _.. a Motion Picture Magazine... % 328,976 

Photoplay Magazine... . §07,023 
Fiction 

All-Fiction Field _ 2,329,746 Rural and Farm 
Adventure Country Gentleman... _ 786,143 
Ainslee’s Farm @ Fireside... 921,931 
Argosy-All Story Farmer’s Wife a oe _ 731,411 
Complete Story Successful Farming sci _ 854,958 
Detective Story Ferm @ Home... ee 
Everybody's Capper’s Farmer... nin alias 744,059 
Love Story ‘ 

Munsey’s Sectional 

Short Stories Sunset (Pacific Coast)... +~—- 142,412 
Popular Holland’s (Southwest)... - 231,173 
Top Notch 

Western Story Fraternal 

Flynn’s , ; 

MacFadden Unit -......0.0.0...000.0.000.-----. 2,414,212 Columbia Magazine... 763,978 
True Story Elks’ Magazine ........ <a 850,000 
True Romances , 

Dream World Catholic ; 
True Detective Mysteries Extension Magazine a 321,107 
MacFadden Fiction Lovers Messenger of Sacred Heart... 302.7% 


Total Circulation 47,596,340 
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Advertising 
covers the entire 
magazine field 


Season after season The Scholl Mfg. Co. has increased its advertising 


appropriations and added to its list of magazines and newspapers, but 
the program for this fall overshadows all previous ones. 


On the opposite page is possibly the largest list of magazines used by any 
American advertiser. In fact, every magazine of any importance is in- 
cluded: The circulation and number of readers reached through this 
publicity is so vast that it would be difficult for the mind to grasp. 
Certainly these magazines are read by all worth-while people in your com- 
munity—the very classes whom you would like to have as regular patrons. 


17,000 Newspaper Ads Monthly 








213 W. Schiller St. 





The magazine advertising, while constitut- 
ing an enormous campaign within itself is 
only a part of Dr. Scholl’s all-embracing 
advertising plans for this fall. 


8,000 ads are being used each month 
in 500 of the largest newspapers in 
the country. 

9,000 ads are inserted monthly in 
4,500 good weekly newspapers. 

200 pieces of copy appear each month 
in the Rotogravure sections of all the 
big Sunday newspapers publishing 
such a section. 


Every dealer handling the Dr. Scholl line 


is feeling and will continue to feel the good 
effects of this widespread publicity. These 
same merchants find it a fine investment to 
tie up with this advertising with window 
displays and local newspaper ads. 


Today shoe store patrons are more partic- 
ular and discriminating than ever before. 
They know that foot comfort should be part 
and parcel of every shoe transaction. They 
also know that Dr. Scholl’s is the true, 
scientific, never-failing foot comfort service. 


Give them this valuable service and watch 
your shoe business grow. 


THE SCHOLL MFG. CO. 


Largest Manufacturers of Foot Specialties in the World 


62 West 14th Street 
NEW YORK 
———————_-__—————————_______ i ainemeenneentmneennenmeneiennn nnn 
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TORONTO 





112 Adelaide St. E. 
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The wholesaler’s chief concern is 


the same as the retailer’s chief con- 


cern—namely, selling. 


Unlike the manufacturer, he is not 


distracted by questions of produc- 


tion, nor does he try to meet national 


needs or suit country-wide condi- 
tions. The wholesaler concentrates 
on his own territory, and he can so 
effectively serve the dealer because 
he knows the local conditions better 
than anyone working at a distance 


could possibly know them. 


NATIONAL ASSOCIATION of SHOE 
WHOLESALERS 








2. 
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SHOE TRAVELER NEWS 


Edited by Helen M. Haney, Associate Editor 








Travelers Report Trade Shows 


Big Improvement 


ing their territories—some on 

long trips and others returning 
to the factories every week. All re- 
port that business is much better 
than for some time. 


pine travelers are now cover- 


Cheever with Edwin Clapp 
& Son, Inc. | 


Frederick L. Cheever of Wollas- 
ton, Mass., has recently become a 
member of the sales force of Edwin 
Clapp & Son, Inc., at East Weymouth, 
Mass. Mr. Cheever has had many 
years of valuable experience in con- 
nection with the shoe industry, both 
as traveling salesman and as manu- 


. facturer. His territory—New York, 


Pennsylvania, New Jersey and Ohio, 
is one wherein he is well known. His 
ability plus his acquaintance is a 
combination that promises to be of 
value to all concerned. 


Chicago Boys Meet 

The first of the fall meetings of 
the Shoe Travelers’ Association of 
Chicago, was held Saturday, Sept. 
12., in the East banquet room of the 
LaSalle Hotel. 

President Simon Ruwitch called 
the meeting with about fifty mem- 
bers present. It was generally given 
over to the invitation of the National 
Shoe Travelers’ Association to be the 
guests of the Chicago Association 
the Wednesday preceding the Na- 
tional Shoe Retailers’ Convention in 
Chicago in January. 

J. D. Baxter of New York, repre- 
sentative of the J. P. Smith Shoe 
Company of Chicago and active in 
the affairs of travelers and the secur- 
ing of mileage concessions from the 
railroads, spoke of his work at the 
National Capital in this connection. 

G. L. Anderson, Assistant Western 


Manager of the BooT AND SHOE 
RECORDER, asked the cooperation of 
the Shoe Travelers’ Association in 
making the National Shoe Retailers’ 
Convention a success; he asked that 
every traveler spread the story of 
good work of the National Shoe Re- 
tailers’ Association. 








Pennsylvania 
or Edwin Clapp & 
‘ast Weymouth, Mass. 


and Ohio 
Son, Ince., 


—— 


Smith Travels for Callahan- 
Morton 


E. J. Smith travels New England 
for the Callahan-Morton Shoe Co. of 
Lynn. He covers the big New Eng- 
land cities with a line of women’s 
high grade turn shoes: Mr. Smith 
has traveled for this house and its 
predecessors for the past six years. 


F, E. Hart with Crossett 


F. E. Hart, for a number of years 
covering Indiana ‘and Ohio for the 
Brown Shoe Co., and more recently 
with the Juvenile Shoe Corporation, 
has joined the salesforce of the Lewis 
A. Crossett Co. of North Abington, 
Mass. Mr. Hart will cover Indiana 
territory. 

Mr. Hart was in the factory a few 
weeks ago getting out his samples. 
He is mighty enthusiastic about the 
possibilities of this line. Said he: 
“The splendid style offerings of 
Crossett shoes, combined with their 
quality and low prices, make them 
an exceptionally good proposition 
for the live merchant. The in-stock 
feature, combined with the unques- 
tionable merits which have kept the 
Crossett shoes before merchants for 
the past 40 years, is a big merchan- 
dising asset. I predict that this line 
will be the biggest seller in my terri- 
tory in a short time. 

Mr. Hart is a member of the ad- 
visory board of the Indiana Shoe 
Travelers’ Association. 


Miller with Marks-Chandler 


J. E. Miller of Dallas, Texas, who 
for a number of years has been asso- 
ciated with P. Sullivan & Co. of 
Cincinnati, has severed his connec- 
tion with that house. In the future 
he will devote his entire time and 
attention to the Marks-Chandler Co.’s 
line of turns. Mr. Miller is well 
known through the Southwest. He 
was at one time President of the 
Southwestern Shoe Travelers’ Asso- 
ciation. He will cover the South and 
Southwest for this concern and will 
spend the months of January and 
July in the New York office of Marks- 
Chandler Co., 47 West 34th Street, 
Marbridge Building. 

[CONTINUED ON PAGE 75] 
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BIG “SIX” !! 6 to | 
i ee THE SPEED 
A Big “Speed-Boy”— BOYS’ DELIGHT 
for Quick Results 


50 Other Good 
IN STOCK NOW 


Styles Ready 


54,15 


Golden Tan Calf 
Black Calf 


Patsy (129) Last 
Soft Box Toe 
Rubber Heels 
B, C, D; 5% to 10 


Diamond HhozC- 


196 CHURCH ST., NEW YORK 


TWO FACTORIES: BROCKTON, MASS. 
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C Tine graduations of color 

enable omen who care, 

to .create ensembles of 
distinctive tone + Shoes of 
Schmidt CalP Leather un. 
Sable Brown have a deftnite 
place un the Jashionabte 


wardrobe tor 1925 +26 
Shoes courtesy 
J.P.SMITH SHOE CO. 


Carl E. Schmidt & Co. Inc 


Tanners of the Schmidt Calf leathers 


Detroit. Mich. ~ Boston, Mass. 











Shoes 


| 


Shoes an good taste but out 
~ of ‘the ordinary ~ 


Carl E.Schmidt & Co.:.. 
“Tanners of the Schmidt Calf Leathers 


Detroit, Mich. ~ Boston, Mass. 








HOLLAND SHOE CO. 
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R. B. Peckham, general manager 
of the Berkshire Moccasin Co. 





MeWhirter “Burning 
"Em Up” 


B. McWhirter, Secretary-Treasurer 
of the Southwestern Shoe Travelers’ 
Association, is again “on the job,” 
after a three weeks’ fishing trip, 
which took him 50 miles away from 
all railroads. Buford says that he 
is in fine physical condition, that the 
outlook for fall is wonderful and 
that he is “going to burn them up” 
for the balance of this season. He 
travels for the Interstate Shoe Co. 
of Manchester. 


Colburn with Phillips 
Shoe Co. 


Frank M. Colburn, whose name is 
almost synonymous with Southern 
Territory, recently joined the sales- 
force of. the Phillips Shoe Co. of 
Newburyport, Mass. He has already 
started on his trip and is now show- 
ing this firm’s line of turn slippers 
to his many friends in Dixieland. 
Mr. Colburn was formerly, for a 
number of years, with Hazen B. 
Goodrich Co. He is also carrying a 
line of the Broadwalk welts. 

He is well known as “one of 
the old timers” in the South—not 
that he is by any means old in 
years, but he has always specialized 
on that territory. As a Southern 
buyer recently said, “When we think 
of shoe travelers who go out from 
the North to visit us, the names of 
Henry Dean, Arthur Brooks and 
Frank Colburn always appear among 
those in the front ranks.” It goes 
without saying that Mr. Colburn is 
a favorite with his trade. 
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Berkshire and Felix 
Consolidate 


R. B. Peckham, General Manager 
of the Berkshire Footwear Corpora- 
tion, recently formed by the con- 
solidation of The Berkshire Moccasin 
Co. of Holliston, which has purchased 
the R. L. Felix Shoe Co., Inc., of 
Marlboro, Mass., announces the fol- 
lowing roster of salesmen; Clifton 
P:. Tuell, Southern Massachusetts; 
Mrs. Lusigmon, Northern Massa- 
chusetts; Joseph A. Rapien, 
Southern Ohio; G. H. Poland, Michi- 
gan and Northern Ohio; James S. 
Slauson, New Jersey; J. C. Banks, 
Georgia. 

“These salesmen left Holliston on 
Oct. 1, to cover their territories, with 
the new and complete line of genuine 
moccasins for every member of the 
family,” said Mr. Peckham, in a 
recent interview. “We are specializ- 
ing on infants’ and children’s 
Kiddiemox Play Footwear. The main 
office of The Berkshire Footwear 
Corporation will be at Holliston, 
Mass., and Boston office will be 
located at 182 Lincoln Street. 

A. H. Thurston, in charge of the 
Marlboro, Mass., office will have 
charge of sales of both factories. 


Cahill Salesmen in 
Territories 

The salesmen of the Cahill Shoe 
Co., Cincinnati, are again in their 
respective territories showing a new 
line of “Cahill’s Catchy Creations” 
for late fall and winter wear. They 
are: Tom Cahill, large Eastern 
cities; Robert Cahill, large Middle 
Western cities; Harry Cahill, Okla- 
homa and Arkansas; Karl Heimber- 
ger, Pennsylvania; J. G. Coleman, 
Florida, Alabama, Georgia; John 
Hach, Michigan; D. W. McKeown, 
Northeastern cities; V. C. Olson, Wis- 
consin and Minnesota; R. J. Patrick, 
Georgia, North Carolina, South 
Carolina; George Schuette, Indiana; 
James Srail, Cleveland; H. F. Ste- 
venson, Mississippi, Louisiana; W. 
W. Watkins, Kentucky and Tennes- 
see; J. T. Murray, California; T. P. 
Priddie, Texas. 


Booking Many Orders 

George E. Parrott covers the 
East, M. B. Smith covers the South 
and G. W. Johnson the Middle West 
with the women’s novelty McKay 
line of the Tuttle Shoe Co. These 
men report that they are booking a 
most satisfactory business. 
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Louis Goldstein, one of the three 


Goldstein Brothers of the Ameri- 

can Shoe Co., Brooklyn. His ter- 

ritory includes New York State 
and New Jersey 


Louis Goldstein with 
American Shoe 


Louis Goldstein, one of the “fa- 
mous three” Goldstein brothers of the 
American Shoe Co., Brooklyn shoe 
manufacturers, has been traveling 
for the firm since the first of this 
year, and in that time has done ex- 
ceptionally well in putting over 
“American” shoes in the best stores 
in his territory, which includes New 
York State and New Jersey. Louis 
has had a varied career in the shoe 
business, having been in both the 
retail and manufacturing end of the 
game. He is a thorough shoeman, 
and can talk with real authority 
when showing a line of shoes. 


Mrs. Ernest Hertzog Is Dead 


The many friends in the shoe trade 
of Ernest Hertzog of St. Louis, long 
identified with the shoe trade and 
shoe selling, are sympathizing with 
him on the death of his wife. Mrs. 
Ernest Hertzog, formerly Florence 
Tucker of Natchitoches, La., was 
daughter of Judge James M. B. 
Tucker of that place. Mrs. Hertzog 
died on Sept. 9 at her late home, 
5162 Page Boulevard, St. Louis. She 
had been an invalid for some years. 
She was buried on Sept. 11 at Cal- 
vary Cemetery, St. Louis, on the 70th 
anniversary of Mr. Hertzog’s birth. 
Mr. Hertzog feels her loss very keen- 
ly, as they had been loving com- 
panions for 39 years. Mrs. Hertzog 
was 58 years of age. 
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Fe 


the new shoes 
of Vici kid 


ypuey. are very smart of line and 
coloring and very rich in 
pearance. selection of mode t 
that carry the VICI kid trade mark 
includes a shoe for every occasion. | 
Some of the most noteworthy have 


verses 





THE SATURDAY EVENING POST 





HE WORLD'S ideal of foor smart 
ness is invanably associated with 
the small foot. Yet every woman 
who the coveted smartness 
does not start with this advantage 

of size 
What is her secret? She does not try 
her foot into a too-small 


look smaller —and that is » shoe of 
Vier kid. 


Smart women have dictated the 
vogue for Vici hid 
To the woman who goes becomingly 
as well as smartly clad, 


in Vici tid because this rich 
leather, flattering to every foot, is =#t~! / 
especially hinds to those whose nat- 


In addition to its size subtracting 

qualities, there is another important 

reason for the vogue for Vici kid. 

The beautiful new designs and pat 

terns need its poe See fexi 
rich finish. The 


its wider “took that har- 
monize so sanodie with the wanted 
shades. 


been especially desi 
costume ensembles. 








bility ae 
modes demand 








is the dictator only 

in part. Is 
an attentive ear to the 
nds of followers 





The Vici kid trade mark 
” you 
If you want 
hom 5 smartly “small 
foot can look, 


ask at leading stores 
for the beautiful new 








Every woman wants the sat- 
of 


that her 
foot looks small. So the 
kers of footwear fashions 


mal 
offer their choicest models 


ROBERT H. »FOERDERER, Inc. 


Sete svere_U uch penne SONS Bowen 


This advertisement appears in 
The Saturday Evening Post of 
August 29; in Harper’s Bazar 
for August; in Vogue, August 
15; and in Vanity Fair for 
September, 





VICI kid 


models that carry the 
Vici kid trade mark. 
You will find it in 
the patterns you prefer, 








the price you prefer to pay. 





Ne eed 


MADE ONLY BY 


ROBT HFOERDERER INC 


PHILADELPHIA 
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to add the 
final note of perfection to the new 
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When 





’ , A we . 
Robert H. Foerderer, Inc., 
is the sole manufacturer of 
the one and only VICI kid. 

ft. 


your customers 
read the national 


magazines 


HE readers of the national magazines 
think of advertised products in terms 
of “Where can I get them locally?” 


VICI kid shoes and the identifying VICI 
trade mark are advertised nationally. 
And advertised locally by the retailers 
who would attract to their stores the 
readers of the VICI kid advertising in 
national magazines. 


Whether your selling effort lies in whole- 
sale or retail fields, your sales will be 
facilitated by making known the fact 
that you have identified shoes of VICI kid. 


ROBERT H. FOERDERER, INC. 


PHILADELPHIA 
Selling agencies in all parts of the world 
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WOULD YOU BET YOUr MONEY 
ON THE THREE SHELL GAME ? 


The Fakir at the County Fair, with sleight of hand deftness, 
makes the victim believe the little “pea” is under a certain 
shell. Inferior leathers may have the APPEARANCE of Quality 
but none can equal STERLING PATENT KID and STERLING 
PATENT COLT-- the famous leathers which are 100% 


quality. 


J PATENT 


Sterling Colt Sterling Mid 


Sterling 


BRISTOL PATENT LEATHER COMPANY --- BOSTON, MASS. 
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BURDETT 


‘The Growing House 
| jer Growing Girls Footwear 


MASS 


© G oh 
| 


—— 
Ko 


c 








A New Market—Full of Action! 





—Was a day when your “Growing 
Girls” could be “fixed up” from your 
Children’s stock. Not so today. Young 
women are individuals—demanding 
shoes and clothing styled and sized 


for their requirements. 


Burdetts are specialized shoes— 


built for this wonderful new market. 


Join the prosperous dealers who are 


“cashing in” on this new-day idea! 


A Number Much in Demand 


The Eleanor 


Made of Black Suede Calf, Gunmetal Stay, 
with small harness buckle. 9/8 Covered Heel, 
on our 73 Last. 


9/8/2 5 
"Your shoes arrived Saturday, 
and open up to our entire: 
satisfaction." 
Hahne & Co. 


9/12/25 


"We are very much delighted with 


the goods just rec'd... 
duplicate . . patent pump." 


John A. Meadors, Nashville 


9/11/25 
", . . enclose runs of sizes, 
which are 'size ups' on lines 
just rec'd . > eae 
Volk Bros. 


9/14/25 
", . . the three styles just 
rec'd open up to our satisfac- 
tion . . Should be able to 
give you considerable business 
in future." 


Frank Werner Co., San Francisco 


Worked Cut-Outs in Satin Shoes 


The Lila 


Made in Black Satin, Cut-Out Quarters. 11/8 
Covered Heel, on our new 75 Last. 


Delivery in Four Weeks 


When writing to advertisers please mention Boot anv Snor Recorpsr 


Newark 


Dallas. 
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Cut Down Your Investment 
—Increase Your Turnover! 


PORTE REDE sSNPs = 


That’s what Emerson Super-Value Shoes are doing for dealers who sell 
them. Styles created by one of the country’s acknowledged experts, and 
produced by high-grade workmen, of the finest materials, assure quick 
turnover through public demand. No deadheads. No back numbers. 


Deliveries ““On the Dot’’ 


Shoes illustrated here are two of our popular in-stock numbers. Shipped the 
day your order is received. Place your sample order today to test Emerson 
values and service. No extra charge for sample pairs. If you prefer, sample — 
case and complete information will be sent you. 


Price 


No. 0228-—Made from celebrated Bristol patent coltskin, No. 0564—Broadmore last blucher oxford, in imported 

featherweight soles, flexible inner soles. Our featherweight plump tan boarded calf, extra overweight stout oak soles, 

dancing and dress shoe. Big demand for this model, and Barbour Stormwelt, broad rubber heel. Cable stitching. A 

a remarkable value. smart fall and winter walking oxford in the blucher style 
that is destined to be so popular the coming season 


No. 0516-——The same model with similar specifications in 
black plump imported calf. 


ALL SHOES FURNISHED UNBRANDED, OR BRANDED WITH EMERSON, OR 
BRANDED WITH YOUR NAME IN GOLD IF YOU WISH 


Full widths and sizes—A, B, C, and D 


Emerson 
Shoe Mfg. 


Co. HONEST ALL 


THROUG 
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Manufacturers Report Good 


Business 





Merchants Continue Buying Spurt in Anticipation 
of Better Trade at Retail During Late 


MILWAUKEE 


Manufacturers Taking 
Satisfactory Orders 


Milwaukee.—“Shoe ‘manufactur- 
ers appear to have taken a substan- 
tial volume of orders for fall,” 
stated F. W. Dickey, economist for 
the First Wisconsin National Bank 
of Milwaukee, in a report of local 
conditions. “The shoe manufactur- 
ing industry went through a diffi- 
cult year in 1924. Shoes were over- 
produced in 1923 and early 1924. 
The trade bought too heavily and 
had to take losses on inventories. 
Swift changes in styles of women’s 
shoes added to the retailers’ trou- 
bles. These experiences made for 
caution so that for about a year 
distributors bought shoes only as 
their immediate needs dictated. 
The time came this summer, how- 
ever, when stocks were in better or- 
der and the general business situa- 
tion seemed to warrant more lib- 
eral buying. Shoe production in 
1925 bids fair to exceed that of last 
year but to be lower than in 1923. 
Shoe producing capacity is still con- 
siderably in excess of the country’s 
needs.” 


LYNN 


Increase Noted in Oxford 
Demand 


Lynn.—Oxfords gained in Lynn 
as October trade started. Some 
buyers order oxfords in anticipa- 
tion of changes in styles and the 
weather. College girls’ oxfords, of 
substantial type, plump soles, Rus- 
sia calf, Scotch grain and Norwe- 
gian grain are back again as shoes 
for wear in rough weather. Dress 
oxfords, in increasing demand, have 
lattice fronts, of pretty designs, but 
no tongues. They lace with wide 
silk ribbon laces, having tasseled 
ends. The laces fasten through 


‘ selling, 


Fall and Early Winter 


Why I Bought This Style 


In this issue the Boot and 
Shoe Recorder inaugurates an 
unusual style service. We 
have been able to obtain from 
retail shoe merchants in every 
part of the country, not only 
pictures of best selling num- 

| bers but opinions as to what 

| other types of footwear will 
go well in his community. As 
a cross section of style opin- 
ion, it will be found tremen- 
dously helpful. 

You will find these “best 
bets” featured on the pages 
which follow. 


openings of the lattices. Besides, 
there are regular oxfords, of the 
service style, and some of them 
have creased vamps. 

Welts also made a gain in the 
Lynn trade as October started. 
Some are saying that this new busi- 
ness on welts is a forerunner of a 
general development of welt shoes 
for next year. The suggestion is 
heard that stout welts be featured 
for winter and light and dainty Mc- 
Kays for summer, to get a new two- 
season style situation. 

Gain on colors may also be re- 
ported as October trade starts in 
Lynn. Golden shades of kid are 
and more Russia calf. 
Blacks have been running as high 
as 90 per cent in some shops. Man- 
ufacturers welcome a_ change. 
There is such a thing as too much 
sameness in shoes. Suédes also 
have gained, in blacks and browns. 
But patents and satins continue to 
lead. Reptile grains and pigoat, 
too, are used for panels, or ap- 


pliqués and for a few whole shoes.’ 


Some October models of lasts 
show longer toes and a few of them 
are somewhat pointed, Heels con- 
tinue to show a range from 6/8 to 








18/8. Last makers continue to re- 
port increase in orders on lasts for 
welt shoes. 

A number of new ideas in pat- 
terns are to be seen in Lynn lines. 
Some makers are trying leather 
bows in place of metal ornaments 
on shoes. There has been difficulty 
in getting enough metal ornaments 
to meet requirements. Gores are 
being put in the sides of shoes 
again. A while ago most all gores 
in Lynn shoes were put in the 
throats and they were concealed by 
ornaments. When gores are in the 
sides, fronts are opened a bit, and 
the opening is crossed by straps, 
which, though of fancy design, lay 
flat to the foot. Some think this 
a pattern that will serve well when 
arctics are put on over shoes. 

Plain pump effects appear to be 
in good repute again. Strap pat- 
terns reveal new curving lines, new 
loop effects and new front straps, 
as well as the simple straight 
straps, singles, doubles or triples. 
Single wide straps are fastened 
with fancy buttons and some of the 
buttons are large and ornamental. 

One pattern firm reports that it 
has not had a single inquiry for 
models of boots. Another firm has 
made patterns of boots, but they are 
staple styles, with tops of oversize 
measurements. 

New firms are starting in Lynn 
and the prospect is that Lynn will 
make a steady gain in its shoe pro- 
duction. 


PHILADELPHIA 


Factories Working Close 
to Capacity 


orm Yes ' 
Philadelphia.—Shoe manufactur- 
ing plants are still; being operated 
at or close to their capacity. Their 
production for the most part con- 
tinues to consist of footwear to fill 
orders on their books. ,'Manufactur- 
ers report that there is very little ad- 


[CONTINUED ON PAGE 92] 
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SLOT 











MRS. DAY'S 
IIDEAIL BABY SIHOIE 


Here’s the broadest line of Baby Shoes—3 distinct types 
(Soft Soles—**Toddlers’”—and First Steps) serving babies 
up to 3 years of age. 


It’s the logical line upon which to build your Children’s 
Department. Over 200 Styles! Variety! A baby Shoe 
for every baby need! 

















All numbers carried In-Stock. You can easily select an 
No. 171—Soft Sole Button Boot. 


White Washable Kid, Champagne, initial stock from our catalog. 
Tan, and Gray Vici; Flat Pearl 
Buttons. Per dozen.......-. $12.00 
psftcwesiess MRS. DAY’S IDEAL BABY SHO 


Danvers, Mass. 








Boston Office’ Chicago Office New York Office 
19 West St. 3 Room 616 325 W. Jackson Blvd. 387 ae Ave. 
Phone 8060 me 
. Madison Square 5896 
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Steady Gains in Retail Trade 


Black Shoes Continue to Dominate Although Colors 


NEW YORK 
Retail Trade Gains in September 


NEw YorK—Under the stimulus 
of cooler weather, the fall season in 
shoes is broadening considerably and 
most merchants report sales in 
September this year in excess of 
those in September of last year. 

In high grade footwear, particu- 
larly, business undoubtedly is better 
than it was a year ago. With the 
advent of simpler styles, quality 
counts for more than it has in sev- 


“eral seasons past. The better grade 


stores are placing more emphasis 
upon the quality of materials and 
workmanship and are finding a 
ready response from the general 
public. This is true of both men’s 
and women’s shoes. There is a dis- 
tinct tendency in the field here to 
“trade up,” and several shoe and 
specialty stores are carrying higher 
grade and more expensive footwear. 
In the lower grades the field is be- 
ing left more and more to the chain 
stores. 

Patent and black satin, however, 
remain as the leading materials, and 
are expected to maintain this posi- 
tion for another month or so. Tan 
Russia calf is becoming more popu- 
lar, particularly with the younger 
women and schoolgirls. 

Trimmings on women’s shoes are 
becoming more and more important 
as the season progresses. Cam- 
meyer, .for instance, is emphasizing 
the fact that some of the new shoes 
carry trimmings of two kinds of 
leathers. Buckles, both attached and 
detached, are selling more rapidly 
than ever before, and even fancy 
heels, either of the new metal va- 
riety or inset with stones, painted 
or otherwise lavishly decorated, are 
selling well. Fancy heels, of course, 
are not expected to sell in great vol- 
ume, but the fad has reached a 
higher peak than ever before. 

In an effort to make the plain 
pump look a bit different from the 
general run, fancy linings are being 
developed. Opera pumps of black 
patent with linings of white or 
colored satin are being shown. 

Styles in heels on men’s shoes 
seem destined to play an important 





Are More in Demand 














WHY I PICKED THIS 
STYLE 


by Jack Rosenberg, The 
Hecht Co., Buyer, 
Washington, D. C. 





Opera pump, D’Orsays and 
buckle pumps are selling best 
with us in the following mate- 
rials—patent, black satin and 
black velvet. Expect same to 
sell throughout fall and win- 
ter months. l 








part. The Adler shoe stores, ex- 
clusively for men, have developed 
three new types of heels. One, 
named the barrel, has both the top 
and lower edges rolled. The “two- 
step” has the lower lift projecting 
a bit beyond the upper lift, and the 
top lift is finished with a beveled 
edge. The wedge heel, which has 
been used before on rubber soled 
footwear, is now applied to leather 
soles as well. These three types of 
heels, it is understood, were devel- 
oped exclusively by the Adler people. 


SAN FRANCISCO 
Fall Trade Shows 10 Per Cent Gain 


SAN FRANCISCO— Fall business 
shows an approximate increase of 10 
per cent over the same period of last 
year, with splendid prospects for a 
continuance of the season so well 
begun. The simplification of styles, 
resulting in a stabilizing of prices 
and values, is a decided asset to the 
Pacific Coast merchant. Even 
though he is far removed from East- 
ern style centers and markets, his 
stocks do not lose their timeliness 
and style value through sudden 


fluctuations and changes in minor 
details of straps, open work and 
similar devices, as has been the case 
for several seasons past. The models 
he may have in stock do not vary 
greatly in line and style from those 
being brought out in the Eastern 
markets. 

Black patent leather pumps in 
plain and single strap models top 
the list as favorites, fully 65 per 


' eent of the demand being for patent 


leathers. Black satin comes second 
in popularity for street and general 
afternoon and evening wear. The 
demand for buckles is excellent. 

Both -medium and high priced 
shops report a heavy demand and 
quick turnover on all kinds of nov- 
elty styles for dress, dinner and 
party wear. Gold and silver kid 
pumps are enjoying a vogue, with a 
noticeable preference for the silver 
kid. The more exclusive shops, 
specializing in novelties, report rea- 
sonably heavy buying in white satin 
or velvet pumps to be dyed to match 
the dress or gown with which they 
are to be worn. 


CHICAGO 
Kid Leather Models Moving Better 


CHIcaGo—C hicago experienced 
every kind of weather in the past 
week that could come on the weather 
chart, from summer heat and rain 
to real autumn chill. As a result, 
retail trade was anything but steady. 
The early part of the week, with 
heat and rain alternating, brought 
out very few buyers, but the latter 
part, cool and breezy, brought with 
it a surge of buyers. Tans were 
very much in demand, especially the 
darker shades, but the buying done 
was mostly on kid leathers in the 
cocoa brown and blond shades. 
Some brown calf was sold in the 
darker shades. 

The patent leathers were heavily 
bought the latter part of the week, 
as well as satins, and there were 
some scattering calls for black vel- 
vet, but not many. Velvets continue 
to be the enigma of the fall season. 
There is just enough call for them to 
make the demand felt and to cause 
some wonder as to their future. 
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New Combination Last 
MATRIX Two-Strap 


IN STOCK 


B522—Burk’s Black Kid Senton Two-Strap 12/8 leather 
Cuban heel, Uskide top lift, combination last. AAA-E, 314 


to 9. 
$6.00 


Made over 270 last, constructed with special steel shank. 
Built to meet the requirements of the woman who demands 
a stylish toe and medium heel with adequate support for the 
arch. Soles moulded to fit the bottom of the foot—an ex- 
clusive patented MATRIX feature. 


Pleasing style plus the Reed standard of shoemaking and fitting 


E. P. REED & CO. 


Exclusive Makers of Women’s Matrix Shoes 
ROCHESTER, N. Y. 


Fashioned in Our New York Style Studio 
MARBRIDGE BUILDING 
W. D. F. Gibson, Style Director 


Men's Matriz Shoes are made by Alden, Walker & Wilde, E. Weymouth, Mass. 


PHILADELPHIA: CHICAGO: 
325 Forest Bldg. “MATRIX? 1316 Republic Bldg. 


SH@ES 
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Some effort is being made to bring 
oxfords back into the limelight and 
F. E. Foster has a splendid window 
of them. They are of the five eyelet 
type, one of black calf with a black 
lizard quarter and upper; the other 
of gray alligator with a black patent 
vamp. Another is of cocoa brown 
with a tan alligator quarter. An- 
other pretty model is a gore oxford 
with black calf quarter and vamp 
trimmed with black seal. This model 
has a pretty buckle formed of three 
interlocking O’s with a braided strap 
running through and down to a tie. 

In Alfred Ruby’s window there is 


WHY WE PICKED 
THIS STYLE 
by Streicher’s, 

San Diego, Cal. 


We look forward to seeing 
shoes of Serenader type sell 
until middle of November. 
Black satin and patent are 
even and best sellers. Brown 
kid comes next, with brown 
satin trailing. We are selling 
all Serenaders with beaded 
| buckles. 





= 


a pretty Cleopatra strap model of 
blond kid with a laced strap of 
braided two-toned leathers and a 
laced top edging. The vamp is em- 
broidered in geometric designs with 
black and bright blue silk. Another 
pretty Ruby model—and it is strict- 
ly Ruby—is a pretty cocoa brown 
slipper with two crossing straps 
made of three tones of tan leathers. 


CLEVELAND 
Black Still Selling Best te Women 


CLEVELAND—Business has im- 
proved in the shoe stores in this city 
during September. The volume of 
sales is larger than it was in the 
same month a year ago. Other re- 
tail lines have experienced an in- 
crease also. Buying for school 
children has been brisk through the 
first three weeks of September. 
Women have been making purchases 
also for social events. There has 
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been quite an exodus already for 
Florida and sales of shoes fit for 
wearing in that warm climate have 
been reported. 

Other reports made during the 

month indicate that business in 
Cleveland as a whole has improved 
during September. Employment 
agencies report there has been an 
increase in the number of employees 
in the city. Automobile factories 
say that business during September 
is far ahead of the volume in the 
same month a year ago. The banks 
report an increase in deposits, and 
there is increased activity in the 
real estate market. Bankers ex- 
press their conviction that business 
will be good during the fall and 
winter months—better than it was 
a year ago. 
_ Sales in the shoe stores here are~ 
largely of blacks. Most of the stores 
report that patent leathers are the 
best sellers, although at the For- 
sythe store in Euclid Avenue the re- 
port was made that black velvets 
have been the biggest seller. This 
store ordered a large number of this 
model, advertised them heavily, and 
cashed in. 

Representatives of shoe manufac- 
turers here report that merchants 
are buying briskly for winter. The 
orders already placed indicate that 
there will be another big arctic sea- 
son. Cleveland probably has led all 
other large cities in sales of this 
sort of footwear for three or four 
years, and there are no indications 
that the demand will slacken any. 


ST. LOUIS 
Fall Footwear Selling More Freely 


St. Louis—Cool weather brought 
improvement in the shoe business 
for the week ending Sept. 29. The 
rain the earlier part of the week, of 
course, added nothing to the busi- 
ness improvement, but after Jupiter 
Pluvius decided to call a halt there 
was a decided briskness throughout 
the retail shoe belt. Merchants were 
eager for the change of weather. 
The first two weeks of September 
had been poor and the shrinkage so 
severe that many are now making an 
intensive drive in an effort to equal 
last year’s sales. 

Encouraging as well is the atti- 
tude of the public. Many have felt 
the urge for fall footwear, which 
has been changed into actual sales. 
Patent leather retains its laurels as 
a style leader with a scant margin. 
The demand for other materials has 
apparently lowered the shiny 
leather’s prestige somewhat. Fig- 
ures available in a few stores indi- 
cate about a “sixty-forty” division 
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between patent and black satin, with 
patent sharing the larger percentage 
of the business. Black satin has 
shown some increase during the past 
few weeks. 

A style comment made during the 
week was that the demand for tan 
calf is increasing. This material 
has not been mentioned during the 
past three weeks as having a de- 
mand. Oxfords, of course, enjoy a 
large portion of the sales in this 


WHY WE PICKED 
THIS STYLE 


by F. W. Dabney & Co., 
Richmond, Va. 


Patent leather takes first 
place. Black suede in greater 
demand than it has been in 
the past year. Brown kid num- 
bers 3 and 98 selling very well 
and believe will improve later. 
The call for Russia calf is in- | 
creasing and black satin is 
holding its own. Our rose- | 
wood pattern not so good with 
us. Straps are still good. 
Step-ins_ with beaded buckles 
a#md D’Orsay effects coming 
strong with beth Cuban and | 
Spanish heels. ~ 





field. Pumps and a few straps were 
found to be popular. Operators ex- 
pect to hear from this material 
within a short time in a more sub- 
stantial way. 

Brown kid also has been paid 
more homage during the past week 
and this leather is expected to grow 
with the advent of the season. Late 
figures on the sales conducted by the 
largest department stores last week, 
which ran for six days, were re- 
ported as having surpassed the tre- 
mendous volume piled up last year 
for the event. 


CINCINNATI 
Fall Trade Fairly Good 
CINCINNATI—Although the fall 
season was ushered in with a rush 
of business, sales were slowed up by 
a sudden rise in the temperature 
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ACROBATS. 












No. 1306 


All Patent Blucher 
with stub cap tip. 
In stock 


No. 1377 


Dark smoked Elk 
Blucher tan calf soft 
eap tip and Indian 
Head panel. 

In stock 


64/8 OD..... $2.50 
8%/11l C D... 2. 


aCBOB4? 
SHOES 


have quality materials, unexcelled 
shoemaking, and a national reputa- 
tion with mothers. 


Order these quick movers for imme- 
diate shipment. Ask for catalog 25F. 


Shaft-Pierce Shoe Co. 


205 Third St. Faribault, Minn. 


Sh INS heh 








Five Fast Ones! 


Speed up sales in your children’s department with these five quick 
movers. Mothers will look no farther when they see these attractive 













No. 1312 


Tan Calf Blucher. 
In stock 





No. 1376 
Dark smoked Elk 
Bilucher plain soft toe. 

In stock 
6%4/8 C D....$2.25 
8%/11 CD.... 2.65 


No. 1315 


Tan Calf % Fox Lace. 
In stock 
11%-2 B O D..$3.35 


Specialists in Children’s Good Shoes Since 1892 


° Me + ME 
ts Gio ae j 
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during the middle of the week. 
Toward the end of the week, how- 
ever, another d in the mercury 
revived trade to such an extent that 
a large volume of Saturday business 
was reported. The smaller stores, 
however, did not feel the revival so 
much as did the larger shops and 
department stores. 

Women still are showing prefer- 
ence for black patent pumps, al- 
though a large number of black 
satins are in demand. Merchants 
report that satins are beginning to 
push patent leather hard for first 
place. Plain pumps and buckle 
effects were about equal in the sales 
lists, although it may be said that 
many of the plain pumps become 
buckled, for a large sale of buckles 
alone was reported in each store. 
One shop reported that a black 
patent pump with a triple ply bow 
selling at $6.50 was an attractive 
number. 

A demand for a black patent 
pump with a blond underlay trim- 
ming was reported in one of the 
larger stores. It is believed that 
the popularity of this style was 
caused by a desire of the more con- 
servative women to buy something 
which would be less of a contrast to 
the blond hose so popular this sea- 
son, the light trimming blending 
from the shoes to hose. 

Many stores reported a _ trend 
toward tan, or more properly, brown 
and tan kid, although there was a 
slight evidence of a demand for 
suedes, chiefly in light shades. 


WHY I PICKED THIS 
STYLE 


by G. H. Lueking, 
of Peacock Shop, 


Kansas City, Mo. 


Our Corsage pump selling 
best in black satin. Next best 
silver satin with silver kid 
trim. We have this model in 
white satin, patent, brown 
satin, gold satin. We expect 
this to be our best seller for 
next ninety days. 
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WHY I PICKED THIS 
STYLE 


by H. L. Whitman, 
Woolf Brothers, 


Kansas City, Mo. 








Our Benton oxfords for 
young men selling very good 


in wide toe and extreme 
broad toe lasts, in Gallun’s 
twenty-three and forty-eight; 
soft toe predominating. Ex- 
pect this to last as long as 
wide bottom trousers are sold. 








MILWAUKEE 
High Grade Stores the Busiest 


MILWAUKEE—Business has been 
very good, according to reports from 
several Milwaukee shoe dealers, al- 
though trade has been somewhat 
spotty in some sections. Stores 
catering to a high class trade have 
been particularly busy, as cooler 
weather has created greater interest 
in fall apparel. Young girls have 
been preparing for college, and older 
women are selecting footwear to 
harmonize with fall costumes. 
Patents hold their place as the most 
popular material for immediate 
business, a fact traceable in part to 
the large demand for black dresses 
in ready-to-wear stores. In addition 
there is some call for tans, black 
satins, and a scattering of other ma- 
terials. However, tans are not 
taking as important a place as usual 
for this time of the year. One 
dealer has noted greater activity in 
silver party slippers than is cus- 
tomary for this early in the season. 

Improvement in men’s business 
has also been noticed with the drop 
in temperatures. Although the 
style demand shows little change as 
far as younger men are concerned, 
more conservative dressers are turn- 
ing to slightly darker shades rather 
than the extreme light tans. 


DETROIT 
Pump Patterns Are Gaining in 
Favor 


DETROIT—Shoe merchants of De- 
troit report excellent business for 
September, especially in women’s 
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lines. While thee is no particular 
outstanding style demand, the pump 
is gradually gaining in favor. Mer- 
chants who recognize the value of 
additional sales are boosting the 
pump types, for with this type of 
shoe the added sales of buckles in- 
crease the volume of business done 
considerably. The I. Miller salon at 
Russeks, 1448 Woodward Avenue, 
recently used 40 inches of advertis- 
ing space to inform the women of, 
Detroit that buckles are in vogue, 
and to be well dressed a woman must 
have at least one pair of buckled 
pumps in her wardrobe. Other 
stores are featuring buckles and 
buckle sales are rapidly increasing 
to a volume that is very satisfying. 
Alfred J. Ruby, Inc., have for years 
kept the buckle business ever before 
the public, and others have since 
seen the value of a similar policy. 

Buckle styles are larger and more 
showy than ever this season. Sales 
of cut steel and rhinestone buckles 
are about evenly divided. At 
Lubin’s, 1526 Washington Boulevard, 
buckles are divided into day wear 
and evening wear types, the steel cut 
being offered for day wear and the 
rhinestone buckles for evening wear. 
At the I. Miller salon a window dis- 
play was tied up closely with the 
buckle advertisement already men- 
tioned. The floor of the window 
was draped with a dark green vel- 
vet, and a large horseshoe covered 
with the same material was promi- 
nently placed in the window. 





WHY I PICKED THIS 
STYLE 
by J. P. Allen and Co., 
Macon, Ga. 









D’Orseys in patent, satin 
and velvets in order named 
very good. High heels are 
better. Dream pattern (illus- 
trated) unable to keep up 
sizes, selling so well. Some 
few calls for blonde kid and 
satin. Business good and we 
expect a big fall. 
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the Shade for -4utumn 
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The rich, nut brown shade of “ETON” 
is especially favored for Autumn wear 


ex 


TREX 


es 


“ETON” embodies a wealth of character 
in its smooth wear-resisting surface, and 
its color tone of deep tan imparts a warmt'a 
that is in keeping with chilly Fall days. 


( 


“ETON”—a" Little Falls Leather” —assures 
one of quality satisfaction plus smartness, 
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| Producers of the world-famed “DunDEE” 
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Barnet Leather Co... inc. 


Tanners of “LirrLe Fats” Leathers and “Lorraine Leathers 
360 MADISON AVENUE, NEW YORK CITY 


Tanneries: LirTLe Fauus, New York 
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Distributing Agents: Boston Distributors . 
SAN FRANCISCO BaRNET LEATHER Co., INc. 
MILWAUKEE OF MASS. 
Rpemccere veceg Re é 98-100 SourH STREET 


ST. LOUS Cae Vaan 
ROCHESTER eo Boston, Mass. 
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HE cooperation of the maker 

of a material, the manufacturer 

of the shoes and the shoe de- 
partment that sells to the public, 
has been tried a second time by The 
Shepard Company of Boston. The 
feature was a satin style revue in 
which footwear in satin was fea- 
tured, showing the yarns, the finished 
material in roils, and the fina! shoes 
in all colors. 

The young lady used as a manikin 
in the department during satin week 
was gowned in black satin in the 
most approved of flare short skirts. 
The sleeves of her dress were in 
patch work puff style, exhibiting all 
of the various shoe satin shades. She 
also Lad diamond patches on her 
hat in satin to match. She wore 
black chiffon hosiery, black satin 
pumps with beaded buckles. 

The all satin window had a large 
circle sign on which were swatches 
of satin. On top of the gilded card- 
board circles were swatches of satin 
in burgundy, black, white, grecns, 
purples, gray, blue, pinks and 


browns. Attractive inside drapes of 
these colors were made. 


An entire 


Model Used to 
- Sell Satin 
Shoes 
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window given over to pump and si rap 
styles, perhaps made more noticeable 
with a rich buckle in rhinestones, or 
with gold kid appliqués, pipings and 
stitchings in gold or contrasting 
threads. 


Some eight or nine colors were 


chosen by Buyer Ruggles. Very 
effective were the Burgundy satin 
one straps, with 15/8 heel, gold kid 
trimmed, and the green satin one 
straps with gold kid appliqué on 
quarter and gold kid piping, in the 
new “eight sided, square” 16/8 heel. 
Heels on those satin shoes ranged 
from the 12/8 to the 17/8 heights. 

Buyer Ruggles stated that trade 
has increased at the Shepard shoe 
department every day since the 
inauguration of this satin shoe dis- 
play. A similar “satin shoe stunt” 
is to be put on at the Shepard Provi- 
dence Store. 


Rochester Store Celebrates 
106th Anniversary 


ROCHESTER, N. Y.—On Monday, 
Tuesday and Wednesday of last week 
the firm of Gould, Lee & Webster 
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Showing the window and the 
model used by the Shepard Co. 
of Boston during its “Satin 
Week.” 







celebrated the 106th anniversary of 
the founding of their business by 
Gen. John Jacob Gould. 

In an interesting brochure de- 
scribing the early history of Roches- 
terville, which afterward became 
Rochester, Gould, Lee & Webster de- 
scribe the founding and growth of 
the Gould store. 

Describing the methods of manu- 
facturing, the brochure statese that 
up to 1870 very little change had 
taken place in the method of pro- 
ducing boots and shoes. During the 
late ’70s machines for sewing the 
uppers and soles were developed and 
the factory production of shoes be- 
gan. 

In 1881 Mr. Lee and Mr. Luce 
joined the firm and the name was 
changed from Gould, Son & Co. to 
Gould, Lee & Luce. In 1888 Gould, 
Lee & Luce opened a larger store at 
16 State Street, which they occupied 
until 1905, when they moved to 146 
Main Street East. On the death of 
Mr. Luce, Ranney H. Webster was 
admitted to the firm in 1906 and the 
name was changed to Gould, Lee & 
Webster, Inc. 
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RA JAH Soles 


— 


are unvulcanized, unadulterated, 
. pure crepe rubber 


HERE is a decided differ- 

ence between adulterated 
and vulcanized crepe soles and 
RAJAH. : 


That springy “cushiony” com- 
fort and long continued wear 
always. characteristic of 
RAJAH, cannot be ap- 
proached in vulcanized crepe 
soles. 





Accept no soles qs Rajah unless 
they bear the trade-mark 





») AJAH SOLES are made 

of the finest pure crepe 

rubber unadulterated—unvul- 
canized. 


When you order RAJAH you 
know you are going to get the 
finest crepe sole produced—the 
original which remains the best. 





The Rajah Sole is always iden- 
tified by the trade-mark on the 





ALFRED HALE RUBBER CO. 


Established 1837 


When writing to advertisers please mention Boot anp SHOE REcORDER 
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His feet were tired. He had to be on them 
all day long. In spite of his activity, he 
was getting heavy. He felt that he needed 
sturdier shoes, shoes that would give plenty 
of support to the arch and still be com- 
paratively light of weight. He went into 
a shoe store to explain his foot troubles. 








A bright, young clerk approached him and 
was quick to sense his needs. He took from 
stock a light calfskin, Goodyear Welt shoe 
with a Crawford Arch Supporting Shank. 
The.man with the tired feet slipped them 
on and walked up and down the carpet for 
a few minutes, thoughtfully. Then, he 
turned to the.clerk, his face beamed relief, 
and said, “Those feel good. What gives 
that restful feeling?” 


“Oh! that’s the Crawford Shank,” said the 
clerk, and he explained it. 


gy 


by 


The Crawrorp Arc Supportinc SHANK 
is a resilient steel brace built right into the 
shank of the shoe. A truss riveted to the 
under side of the shank keeps it always in 
its original curved shape and prevents it 
from breaking down. One end of the shank 
is slotted and fitted around a split rivet so 
that it may slide back and forth as the 
weight of the body is applied and removed 
from the foot. In this way, the shank is 
always snug against the arch of the foot, 
yielding just enough, under pressure, to 
accommodate the natural flattening of the 
arch and springing back with the foot as 


The man mentioned above bought the 
shoes. He left the store spryly and happily. 
He stopped down the street a short ways 
and pointed out to some friends the store 
that carried shoes with Crawford Arch 
Supporting Shanks. 


Shoss 











Not only good customers but 
firm friends patronize the store 
selling shoes with Crawford 
Arch Supporting Shanks. 


United Shoe Machinery repereon 


BOSTON, MASSACHUSETTS 





When writing to advertisers please mention Boot anv Snow Recorper 











SHOES 


BROCKTON, MASS. 
Address all communications to the factory 
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NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N.Y., U.S.A. 
MEN'S FINE SHOES EXCLUSIVELY 
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Jones Joins Rice-O’ Neil 
Shoe Co. 


St. Louis—J. G. Jones, Jr., better 
known to the shoe trade as “Jimmy,” 
has joined the Rice-O’Neil Shoe 
Co. in the capacity of style impres- 
sario. Jones has been connected 
with the Central Shoe Co. as wom- 
en’s style and merchandising man- 
ager for some time and brings with 
him to his new connection a wealth 
of experience in this branch of the 
shoe industry. 


New Store for St. Louis 


St. Louis—The Rainbow Shoe Co. 
of New York, which operates stores 
in that city as well as Chicago, IIl., 
Providence, R. I., and Brooklyn, N 
Y., have taken over the store and 
lease of Brandt’s in St. Louis, lo- 
cated at 413 North Sixth Street. 
This was one of the oldest estab- 
lished stores in the city. Brandt’s, 
however, will continue to operate the 
Olive Street Boot Shop. The Rain- 
bow Shoe Co. will feature women’s 
popular priced novelties to retail at 
$5 and $6. O. H. Brightfield, for- 
merly assistant manager of Brandt’s 
Sixth Street store, has been ap- 
pointed general manager of the new 
company. 


New Shoe Stores 


H. S. Wilhoit, Amarillo, Tex. 

W. A. Daigle, Madawska, Me. 

Nickerson Co. (J. Nickerson, pro- 
prietor), 957 Great Plain Avenue, 
Needham, Mass., shoe Jepartment. 

Chas. Sterling Shoe Co., 727 Aus- 
tin Avenue, Waco, Tex. 

S. Agerton (“Oritani Bargain 
Shop”), 268 Main Street, Hacken- 
sack, N. J., shoe department. 

Guaranty Shoe Co., 223 Procter 
Street, Port Arthur, Tex. 

J. H. Tanner, Amarillo, Tex. 


Manufacturers Report 
Good Business 


(CONTINUED FROM PAGE 81) 


vance buying on the part of the 
trade. Faetories are, for the most 
part making up nothing for stock 
but are simply filling such orders as 
they receive. One maker of wom- 
en’s high grade footwear states that 
while the bulk of the demand is for 
blacks there is also some business 
in brown kid, satin, and velvet. The 
demand for velvets is better locally 
than outside of . Philadelphia. 
Straps and step-in patterns are 
good. This firm has not advanced 








88-90 Reade St. New York 


AUCTION TRADE SALES 
of 


SHOES and RUBBERS 
Every Wednesday and Friday 








PULLMAN TRAVELING SLI 
better*than ever in Quality and fit 
cownery of Jhaae Mork Allman’ 
MADE ONLY IN GENUINE 
Blea. KID 
full sizes 3 toll in Stock 


M. GUSTIN 2. 
SWI9DSt 








STOCK DEPT.5 


SNAPPY 
a~velee STYLES! 
=~ og te be Stetson 
be Snappy” 


“a 
THE STETSON SHOE CO., ne SES 


Seuth Weymouth, Mass. 











SNAPPY SHOES 


FOR YOUNG MEN 
Up te we ame gute. Selling 


Boston Office, 10 St., Room 304 














































































DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 


Powell & Campbell 
122-124 Duane St., 
New York City 














dependable 
styles con- 

stantly in Stock. Send for latest price list. 

H. K. GARDINER CO., PITTSFIELD, N. H. 
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its prices, though it states that 
there have been advances in both 
sole leather and upper leathers. 
This plant is being operated close 
to its capacity turning out footwear 
for immediate business. Another 
factory which is being run to about 
60 per cent of its capacity is mak- 
ing one-straps and boudoir slippers. 
It reports, also, that it is not mak- 
ing any thing up for stock or for 
advance business, as buying is en- 
tirely on a hand-to-mouth basis. 
Still another factory, one which 
makes children’s, growing girls’, 
and misses’ shoes, finds that the 
greater part of the present demand 
is for low shoes. There is some lit- 
tle business in high shoes, but it is 
largely incidental and consists for 
the most part of combinations of 
patent leather with elk top and of 
tan with elk top. There is good de- 
mand for sandals in patent leather 
and oxfords in tan. Patterns are 
rather plain. Prices on footwear 
have not changed. It is also possi- 
ble, according to this manufactur- 
er, to get raw stock at the old prices. 
Quite a few of the shoe factories 
here are still advertising for help. 


HAVERHILL 


White Leather Shoes in Active De- 
mand 


Haverhill.—Haverhill shoe fac- 
tories are having the largest de- 
mand for white leather shoes ever 
known at this season of the year. 
As a result there is a shortage of 
white kid stock, a situation quite 
unprecedented in October. Never 
before has the white kid shoe sea- 
son continued so late as this year. 
This situation indicates unmistak- 
ably in the minds of Haverhill 
manufacturers a_ record-breaking 
sale of white leather shoes during 
the summer of 1926. In comment- 
ing on this, a local manufacturer 
said: 

“It will be remembered that last 
summer there was a tremendous 
shortage of white kid shoes in mer- 
chants’ stores. It was brought 
about through a lack of foresight 
on the part of many merchants in 
ordering a sufficient amount of 
women’s white kid footwear. Judg- 
ing by present appearances it would 
seem that merchants are getting 
wise to the increasing possibilities 
of white kid shoes as an all-the-year- 
round merchandising proposition.” 

The insistent demand from mer- 
chants everywhere for the popular 
priced shoes made in Haverhill fac- 
tories has resulted in a shortage of 
help in several departments of pro- 

















































































6-11 11%-2 2%-8 
tise ghe Stes 
SCHWARTZ & HERDER 


specialists in Ballet Manuf 
241 Ne ith Strest - Philadelphia, Pa. 








IN STOCK 
BLACK BALLET SLIPPERS 














Athletic Shoe Mi. Co, 124 N. Third Si, Pudedaiyite | 








feature in its quick service is a timé 





Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 


saver in meeting immediate needs. 
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duction. This is particularly true 
of the McKay lines, which sell 
through chain stores and other vol- 
ume buyers. Non-resident workers 
are being brought into Haverhill in 
considerable numbers. The sum- 
mer and early fall run in local fac- 
tories has been much larger than a 
J. R. BEATON CO., Inc. year ago, and promises to continue 
331 FOURTH AVE., NEW YORK indefinitely on the basis of orders Water proof 
) for immediate deliveries. The ex- —— 
CHICAGO HOSIERY ' cellent publicity which Haverhill onion al Polish. 
BOSTON ‘AS You has had during the past summer at 
eed | the Boston style show and through rannarie REESE & COOK CO. xa 
a local campaign is bringing new 
business as well as an increase in 
orders from old customers. An in- 
creased demand for turns is a fea- 
ture of Haverhill shoe manufactur- 
ing at the present time. The South 
especially is going strong as a field 
for Haverhill—made turn footwear. Beggs & Cobb, Inc., Boston, Mase. 
In fact, from all over the country 
«America’s Favorite women’s turn shoes are selling in ™ 
large volume as a result of the im- est V; i 2 
N U-SHIN E proved business conditions. ire nia 
eserves Leather OR RR Fibre Board 
. ' Beautifies Footwear Scientifically manufactured to an exact 
“MakesOl4 Shoes’ Look New BROCKTON Uniformity of Quality. 
THE NU-SHINE CO. ~ p Products Departmen 
Mkt. St. _ Reidsville, N. C. Marked Increase in Sales of Men’s WestVirginia Pulp & Paper Company 
; Shoes H Detroit New York j 


Brockton.—Reports from repre- 
sentatives of Brockton shoe manu- T. W. OWS bonis, Ho Treas. 
facturing concerns are to the effect F. E. JONES CO 

eich Buide that sales of men’s shoes are mak- FANCY COLORS : 

L.ALTERSON & CO. <2p78 ing new records this season in many 

-AW 2)8t StNow York City N retail stores. These reports are 

: — confirmed by orders from merchants 

which call for quick deliveries to 

replenish stocks unexpectedly de- 
pleted. Brockton manufacturers 
say that this development has been 
brought about through the “dress- 
up” ideas which have been put forth 
by men’s apparel makers, and that 
men’s shoes, hitherto more or less 
neglected, are now coming ‘into 

ATLANTIC .PRINTING CO. their own as regards diversity of 

ii Se titan ie style. Colored shoes have stimu: 
Shoe C. poi lated summer and early fall busi- 
Shoe B eohlots ness. oo pep we shades, 

are continuing to bring business tc 

20) Fie weg oe Macs. local factories. 

° One of Brockton’s shoe manufac- 
turers said in regard to increased 
/MULTIGRAPH PL PLATES sales of men’s footwear: ‘While 
we have been somewhat slow in de- 
liveries on account of demands of 
cBaeazinessloptore Ct, Rele Forme, our customers, yet several mer- 

Weite for Priase chants have assured us that these 
UNIVERSITY ELECTROTYPE FOUNDRY delayed shipments have reacted in 
CAMBRIDGE, MASS. their favor. They tell us that not 

~ pipe the goods they want, they 
aery are able to sell the goods they have 

Paha a hg rR ae on mea Some of them +983 wee 
a real clean-up in goods which, st 

Pees eeneed te, é while desirable, do not represent shoe patterns 

Boot and Shoe Recorder the very latest styles. What with FOR MEN’S FINE SHOES © 

0 All the Time the increased demand for men’s ARLE SHOE PATTERN CO. 
es shoes and the opportunities which 2108 FEN OF » BROTRIONS AES. 
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ae ELAM 93 
FlexibleTurn Shoes 


for the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 


OCHESTER, N. Y. 
Boston Office, 183 Essex Street 




















retail merchants are having for 
cleaning up stocks, it can be said 
that the position of the average city 
retail store is better than it has 
been for years.” 

According to figures compiled by 
the division of statistics of the 
Massachusetts Department of Labor 
and Industries for 1924, the total 
number of manufacturing establish- 
ments in operation in Brockton last 
year was 265. Of this number 55 
were engaged in the manufacture 
of shoes and 60 in the manufacture 
of shoe stock and findings. The 
total value of the Brockton shoe 
factory output for 1924 was $44,- 
272,865, while the total cut stock and 
findings output was $11,217,947. 
The average number of wage earn- 
ers in shoe factories was 9798; and 
in shoe cut stock and findings fac- 
tories, 1475. The total amount of 
wages paid in Brockton factories 
making shoes was $12,044,368; in 
shoe findings and cut stock, $1,- 
607,798. 


N. Y. City Merchants to 
Meet Oct. 14 


‘NEW YorK CiTy—The next meet- 
ing of the executive committee of 
the Retail Shoe Dealers’ Association 
of New York has been called for 
noon, Oct. 14, at the Cafe Boulevard. 
The September meeting, due to the 
absence of a large number of mem- 
bers from the city, was lightly at- 
ténded. The committee meetings 
replace the regular monthly general 
luncheons which were held last year. 
All members of the association, how- 
eyer, are invited to attend the com- 
mittee. meetings. 
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‘Annual Meeting Held by 
Boston Style Show Backers 


Next Show Date to Be Decided Later 


N accordance with its recently 

voted change of date, the New 
England Shoe and Leather Exposi- 
tion and Style Show, Inc., held its 
sixth annual meeting at the rooms 
of the New England Shoe and 
Leather Association, Boston, Sept. 
16, at 2 o’clock p. m., thus starting 
the preliminary activities of the 
1926 Boston Shoe and Leather Fair 
five or six months -earlier than in 
any previous year. The organiza- 
tion is composed of member-con- 
cerns in the New England Shoe and 
Leather Association. 

President Albert F. Bancroft pre- 
sided, and fifty-six stockholders 
were represented. 

Reports covering the very suc- 
cessful 1925 Boston shoe and 
Leather Fair were made by “Presi- 
dent Albert F. Bancroft, Treasurer 
Charles C. Hoyt, General Manager 
Chester I. Campbell, Chairman of 
Exhibits’ Committee Buford H. 
Jones, Chairman of Style Revue 
Committee William H. Bresnahan, 
Chairman of Publicity Committee 
George W. Langdon, Jr., and Chair- 
man of Working Exhibits’ Commit- 
tee Charles T. Cahill. The meet- 
ing re-elected Charles C. Hoyt of 
the National Fabric and Finishing 
Co., Boston, treasurer, and Thomas 
F. Anderson of Boston, secretary. 
The Board of Directors also was 
elected as follows: 

E. F. Abbott-Cushman-Hollis Co., 
Auburn, Me. 

Douglas Armstrong—A. M. 
Creighton Co., Lynn, Mass. 

Albert F. Bancroft—Bancroft 
Walker Co., Boston. 

Everett Bradley—Hazen B. Good- 
rich & Co., Haverhill, Mass. 

William H. Bresnahan—Bresna- 
han Shoe Co., Boston. 

E. T. Cady—Griess-Pfleger Tan- 
ning Co., Boston. 

Charles T. Cahill—United Shoe 
Machinery Corp., Boston. 

Alfred 8S. Donovan—E. T. Wright 
& Co., Inc., Rockland, Mass. 

Charles T. Heald—The Stetson 
Shoe Co., Inc., South Weymouth, 
Mass. ‘ 

Buford H. Jones—Thomson- 
Crooker Shoe Co., Boston. 

Paul O. MacBride—Milford Shoe 
Co., Milford, Mass. 

Walter I. Perry—Bliss & Perry 
Co., Newburyport, Mass. 





Burt W. Rankin—Hunt-Rankin 
Leather Co., Boston. 

Edward M. Rickard—Rickard 
Shoe Co., Haverhill, Mass. 

Edric R. Taylor—McNichol & 
Taylor Co., Lynn, Mass. 

At a meeting of the new board of 
directors, to be held Oct. 28, a presi- 
dent and vice-presidents will be 
elected. 

In recognition of the highly ef- 
fective services of President Ban- 
croft, the meeting unanimously 
adopted the following resolution: 

“Resolved, That the cordial 
thanks of the New England Shoe 
and Leather Exposition and Style 
Show, Inc., are hereby tendered to 
Albert F. Bancroft, president, for 
his untiring, self-secrificing and 
constructively helpful services 
which contributed so greatly to the 
success of our 1925 Boston Shoe 
and Leather Fair, at the same time 
constituting an inspiring example 
of loyalty to our industry.” 


‘Making Two Blades 
Grow” 


The old adage about the useful- 
ness of the man “making two blades 
grow,” etc., is applicable today to the 
service rendered to the retail mer- 
chant by the use of devices similar to 
Buck-El-On. Many dealers have seen 
the advantages of _ Selling buckles 
when attached to this attractive 
filler; it is so easy to attach the 
buckle to the shoe, the comfort is so 
apparent and the ornament so rigid 
—sales are quickly made at a profit- 
able saving of time. 

In this season of so tremendous a 
demand for shoe ornamentation, this 
little “sales-maker” is appreciated to 
the extent that The Reynolds Co., 
who make it, shipped 26,000 pairs 
of buckles with Buck-El-On attach* 
ment in August. Many dealers buy 
these attachments to use as fillers of 
buckles ‘already in stock. 


S. Capezio On Trip 
New York City—S. Capezio, shoe 
manufacturer and retail merchant, 
left last week for a seven or eight 
weeks’ trip to California, via the 
Panama Canal. While in California 
he will visit the many motion picture 
stars who are among his customers. 
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Styles That aa | 


OUR “COLLEGE” LAST 


The big, outstanding last for young 
men’s trade. Short, sturdy and filat- 
tering to the foot. 










Three and one-half-inch vamp. 














Spring bottom. No. 56 
Fine, omar Shade 
an in 
IN STOCK—NOW ' Single roll sole and heel 
Sizes 6-10 C and D Widths 
LOOKER 
$4.60 NET A FITTER 
SELLER 
Newspaper cuts or mats furnished Descriptive circular 
on stoek styles. on request. 

















.WALL-STREETER SHOE CO. 


NORTH ADAMS, MASS. 
Boston office—207 Essex St. Detroit office—407 Temple Bldg. 












SESEEESE SES ESS 


You Can Bank On These 3W’ s! 


Tan Calf Shield ot kag 
rubber h 
No. 6220—Patent Leather Cut-out, no No. Ftp c oy ws 





~% 


“THE NEW LENOX WELT” 





1700—Child’s, Tan Calf, 
Eo ccvriesicis ‘$1.78 OO ance pe mia ed coin Girls, 2% to 7... -.$2.70 
1900—Child's, Tan Calf, . 1, No. 6220—Misses’, 11% to 2....... ee S350 Miser, 11% 
- y  Y No. 6221—Child’s, 8% to 11....... 220° No. 86I—Chil’, 84 t 
NOG vcnrs---2 1.15 Same as above in All Tan Calf: OMe aat rene tao ater SOS 
1902—Child’s, Patent, No. 6225—Misses’, 11% to 2....... 2.40 No. jo hag og 8% to 
PRLEL 2-5 000nees 2.15 No. 6226—Child’s, 8% to 11........ 2.20 11, spring heel..... 2.00 


Weship | WEIMER, WRIGHT 
ag & WATKIN CO. 


at Our Expense 39 South Second Street, PHILADELPHIA 
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These are but a-few of the many 
designs and finishes picked at ran- 
dom from the large assortment of 
“Einstein” Buckles. 


a a ee 















Hy 


“Einstein” Buckles are absolutely 
guaranteed not to break. We stand 
back of every pair! 











ERE are the “EINSTEIN” 

BUCKLES that have won such 
sensational success since the start of the 
season. 


The best dressed women and girls are 
going to select these rich buckle designs 
for the adornment of the simple pumps 
now in vogue. Ahead of you is a profit 
opportunity that is double-barreled. Not 
only is there a handsome profit in the sales 
of “EINSTEIN” BUCKLES, but “EIN- 
STEIN” BUCKLES put on the shoes 
you have in stock will move them rapidly. 


Send for Sample Assortment To-day. 


Prices: 40 Cents to $2.00 per pair. 
Other merchants are getting $1.00 to $5.00 per pair at retail. 


It is not necessary to sew on “EINSTEIN” BUCKLES. 
We have a special attachment, selling at $1.25 per doz. 
pairs, which securely fastens them to the shoes without 
sewing or damage. 


IVINALL NOVELTY CORP. 


Manufacturers of “EINSTEIN” BUCKLES 











9 SPRUCE ST. NEW YORK 
th Ey ee ere eer ee 1925 
. IVINALL NOVELTY CORP. 

Use This 9 Spruce St., New York 
Coupon Kindly send us ......... doz. pairs of your 
or buckles, in assorted colors and finishes, rang- 

Send Us Your ing in price from $...... YS Serer 

Open Order EE ER ES FE ES 
To-day ENE. net Spats UWA 9 4s vhs bse) 0bdpes0seecbonbenee 
By Wire A et er er ek epee Mee 











>. 
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atN 
C.H.ALDEN CQ 


0.3. 


HE ALDEN PLAN is a success because, 
by permitting better value at no sacrifice 
of profit, it is distinctly in the interest of 


ALDEN customers. 








Our plan also includes quick 
delivery service on certain lines 
altho’ this ts not an in-stock 


proposition. 





C. H. ALDEN CO. 


BOSTON OFFICE 


FACTORY 
10 HIGH ST. 


ABINGTON, MASS. 
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Quality Dominates Here! 


sana] VERY manufacturer’s product, whether it be automobiles, 

<eta shoes or any other commodity, expresses a certain ambition 

“or ideal on the part of the maker. Each has some definite 
objective in mind in placing his product on the market. 


Our aim in life has always been to make a QUALITY product. To 
this end, all else must conform. In so doing, our production is of 
course limited, for Quality and Quantity are two things which 
rarely, if ever, go together. Shoes turned out in great volume can- 
not be expected to have the fine points of construction called for in 
those of the highest type. It means painstaking care, and the hardest 
kind of effort to make our grade of shoes, with really less compensa- 
tion, than is obtainable in the more popular priced lines. 


To those merchants whose clientéle demands and will have nothing 


but the best, the Kauder line of Quality built shoes for children and 
misses will, we feel sure, have a special appeal. 


F. S. Kauder Shoe Co. 


309 Flushing Ave. Brooklyn, N. Y. 
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FALL MODELS OF MERIT, 
SAFETY AND PROFIT 


‘COLLEGIATE OXFORD 


TAN CALF, GOODYEAR WELT 


WITH WHITE MIDSOLE, % FLANGED 
RUBBER HEEL. B TO D, 244 TO 8 


Price $4.10 
IN STOCK—IMMEDIATE DELIVERY 


The Penn— 


BLACK SATIN, BLACK SUEDE SADDLE, COVERED 13/8 
CUBAN HEEL. A TO D, 24% TO 7 


Price $4.50 


SAME IN PATENT LEATHER OR BLACK CALF, $4.15 


























Send for Catalog of Complete Line 


C. S. GIBBON COMPANY 
54.N. 4th St. Philadelphia 








The Big Noise for Young Men 


ANOTHER S-R VALUE—JUST OUT! 


GET THIS ONE. THE SNAPPIEST YET. 
A QUICK SELLER. A MONEY MAKER. 


Young men demand smart shoes. Our new 
line reveals a degree of snap that gets young 
‘men. The style shown here and others in 
our line will make friends and profits for you. 


The SHEIK 


A MADE-TO-ORDER NUMBER 
TO RETAIL AT 
NOTE THESE 


$8.00 


3%” vamp, Barbour > Our usual construction: Armstrong box. 


s It. Brass Dia- a , , : 

mond "E clets, Broad ' Either domestic or imported leathers. Over- 
t t ° ° 

i. tle santas to - weight fine backsoles. Choice of rubber or 


See ee leather heels. Calf quarter and tongue linings. 


Schwarz-Ruggles Inc. Brockton, Mass. 


NEW YORK OFFICE, MARBRIDGE BLDG., ROOM 907 














When writing to advertisers please mention Boot anp SHoe RecorpEr 















October 3, 1925 ; BOOT AND SHOE RECORDER 





( reating Shoe Sates through 
Darbrook National Advertising 






yA Darbhrook Shue Satin 
advertisement appears at a 
full page in the October 
issues of Vogue and Harper’s 
Bazar. 


The Darbrook registered trade 
name, —a synonym for Char- 
adler and Quality - is being 
continuously advertised in 
sixteen important fashion 
magazines with a total ¢ir- 
culation of over nine million 


women readers. 


Bis se! ath 
















V/ 


: 






Represented “By: 


W. A. GALLuP, 
Cincinnati, Obio 


4) MUM MMM . 







mt > Naturally, nothing less than the same Beauty. Character and Quality 
. F. Leary, for which Darbrook Silks have long been famous would have satisfied 

Boston, Mass. the manufacturers of Darbrook Shoe Satins and Slipper Fabrics in 
their new fall collection. 


, D. J. Finn, 
, . But to have produced in shoe fabrics that beauty and richness of 
Philadelphia, Pa. texture, subtlety of color and originality of design which distinguish 
Darbrook collection for fall, and which are-seen in the slippers 
ae psec illustrated above, is an achievement of distinction and importance. 







UL 










eon S Serene oe UDOT I 
New York, N. Y. ——————<——$<—<$[$ S588 SSS 0505552 } 





SCHWARZENBACH, HUBER €&? COMPANY 


478 FOURTH AVENUE art 32np STREET 
NEW YORK CITY 
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IN STOCK 


READY NOW FOR THE 
RIDING SEASON 
IMPORTED ENGLISH 


RIDING BOOTS 
Men’s $ 1 6” Pair 
Women’s $ 1 45° Pair 


The distinguished style, 
high grade, pliable wil- 
low calf—the comfortable 
and snug fit—the skilled 
craftsmanship of those 
trained for years in boot 
making will satisfy your 
most critical customer that 

Colt Imported 

English _ Rid- 

ing Boots are 


B2774 Best. 


Colt-Cromwell Co., Inc. 


Established 1899 


596 Broadway New York City 


Riders’ Accessories, Boot Jacks, Boot Hooks, Spurs, 
Chains and Straps 


ROHRER & CO. 


Manufacturers 


Children’s Shoes 
THAT’S ALL 


TRAOE 


Turns— 
Goodyear Welts 


Puritan Welts 
In Stock 


ORWIGSBURG, PA. 

















“THE TRAIL THAT LEADS” 








“THE TRAIL THAT LEADS” 





—every farmer 


has feeling in 
his feet 


and it is a good thing you don’t know what he thinks when you try to sell 

him stiff shoes. If you have ignored his comfort, you have been slowing 
down your work shoe sales. Think it over. 

re comfortable, they bend like birch boughs. No cramp. 

is. They are made in three colors 

hocolate. Goodyear welts, ~ag 


ey to sell. You can buy them from a wholesaler in your 
torvibonp--orrabe us for his name. 


<« TRAIL MOC SHOE CO. 
Saco, Me. 


Boston Office 
139 Lincoln St. 


This is a 
WORK CHIEF 


“THE TRAIL THAT LEADS” 
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When in New York 


LIVE RIGHT ai the 
RIGHT PRICE! 


HE next time you visit New York, 

stop at the popular Hotel Mar- 
tinique. A modern, fireproof build- 
ing, im the very midst of the shop- 
ping, theatrical and business dis- 
tricts, the Hotel Martinique offers 
every convenience to the busy 
visitor. 


The rates at the Hotel Martinique are 
as low as $2.50 per day. Club breakfast 
4 ightful table d’hote dinner at 
$1.25. Special luncheons are also served 
at the most moderate prices possible. 


Investigate the extraordinary service 
and economy of the Hotel Martinique by 
stopping here on your next visit. 


A. E. SINGLETON, Res. Mgr. 


HOTEL MARTINIQUE 


Affiliated with Hotel McAlpin 


Broadway—32nd to 33rd Streets 
New York 


i; 
6 
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- Repco 


That’s A Perfect Job! 


AT a marvel Repco Dye is for dyeing black, all kinds of russet, 

tan and other light-colored leathers. It is very easy to dye light- 

colored shoes a permanent jet black with Repco Dye. When dry, 
it can easily be rubbed up to a smooth, glossy lustre. 


The shoes will look as though they were always black. Repco has 
no offensive odor and is unaffected by water. 


Repco Dye i§ now put up in convenient 24%-ounce bottles. This 
new size is particularly adapted for home use. Your customers will 
welcome Repco as a means of getting longer wear out of their light- 
colored shoes which have become hopelessly soiled. Black polishes 
and pastes can be applied over Repco with excellent results. It will 
pay you to keep a supply of Repco Dye on hand. 


For. Sale by Shoe Findings Dealers 


United Shoe Machinery Corporation, Boston, Mass. 


San Francisco Branch: 859 Mission Street 


J. K. Krieg Company, 39 Warren St., New York City 


NA ASAT AS ATAS 


When writing to advertisers please mention Boot anp Suoe Recorper 


"ASASAL ALAS ALAA 


> - 


A 
——— 


BAAAA AM AI AA AAALAIAAAA 





BOOT AND SHOE RECORDER 





CLASSIFIED AND OPPORTUNITIES DEPARTMENT 


Recorder rates for space less than one-eighth 
page per issue: 
Space ltime T7times i13times 26 times 62 times 
1 in......$5.00 $4.00 $3.50 $3.00 $2.50 
2 in......10.00 8.00 7.00 6.00 5.00 
3 in......15.00 12.00 10.50 9.00 7.50 
4in......20.00 16.00 14.00 12.00 10.00 
Payment in advance is required, except when regular advertisers, as amounts are too small to 


uit 
beby! 


: 


























SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 








Texas, No. Georgia and South Carolina, North Carolina, Eastern Ohio, Western Pennsylvania 


We have openings in the above territories for experienced Shoe Men. Must live in territory or be able to do so at once. Age 
limit Our line is standardized at $4.60 for oxfords and $485 for shoes. Arch Support and Cushion Sole numbers 
incl Above are established territories. State age, past record and references. 


EDMONDS SHOE COMPANY, Milwaukee, Wis. 














Aiea WANTED — Men B ao aah 
ished trade to carr our popular pri 7 - e . 7 
Soft Soles, Infants’ and Children’s Turns and Arkansas, Mississippi, Fg Georgia 
Stitchdowns in “eo with present line. i wa sins sacieel eens Meanie 
. Moulder. 


Commission 10% and 7%. Our line is well We want salesmen t above terri 
known and we have some desirable territory STAMP WORK SHOES, Goodyear 'W Welt and Nailed, = in Blucher, Outing and 
o-. oo oo Frage ~~ oy from men Write for particulars, giving references. 

ith established trade and record as ucers. 
Give full gastieulars in first letter. J. J. Mac- NORTH LEBANON SHOE FACTORY, Lebanon, Pa. 
Master, Rochester, N. Y. 








Fy . A fe “ETT ano wf 
stitc 
hay anes in stock. ~ ee territories = pe sages om Ohio Northern New York 
commission, Give full particulars. est Virginia estern Maryland Michigan 
Co., 420 St. Paul St., Rochester, 4  RRORES net an “ ia a i 
with New ” Speciaity Shoe House. Good commission basis. 
fall particulars aed 





ED—Sales: sell as side line 
War TOOT COMFORT. Specialty, Quick H. MALKIN’S SONS. 
seller. Liberal Commission. cDermott Mfg. 120 West Broadway, New York, N. Y. 
Co., 334 Mason St., San Francisco, Cal. 


Wrepresent_ Wideawake successful salesmen to 
resent Mass. ————r on ~~ - . ee ? 
men’s shoes with instoc rite . ALESME ANTE 

ring + = donnie and territory. ddress B Milwaukee Work Shoes ies onal e. ne 

a ath “4 'o & Shoe Recorder, 207 South St., We Rise Wake tnitntinn a ety ~ 4s Women’s Novelty Foot 

*i If you can sell work shoes and your 


SALESMAN WANTED: For Southern trade, record proves it, write giving references. 
manufacturer i a ter line o 
Stitchdown R iy, Boy Be Be Stephen Strong Shoe Company 
jobbers and large Bh Liberal drawing 
account against commissions. References re- 
quired. Address B 695, c/o Boot & Shoe Re- 
corder, 207 South Street, Boston, Mass. 


XPERIENCED salesmen wanted for New SALESMEN FOR MANAGER WANTED 


Jersey, New York City and Long Island. v ennsyl orth 
Must have established trade, to whom they can toginia, Eestera | P — 
sell the Crafts line of men’s and boys’ Tekesk Careline, South Carelina end 

 ? fs Kirby, 147 W. Bi 












































roadway, RETAIL. men’s chain needs store manager for 
° fi d 
Cate yee 40 wil ee Maal experience cing fo Sa 


ALESMEN WANTED—Men with established * , Shee N. York City. aaron A Boot 
S following only for States of Ohio, Indiana, Men's end Beye? Week tn Bios ry Sh Sie 127 Duane = Rew York, 
Illinois, , Michigan and Pennsylvania. Full lire 
of men ‘Sei gig = Ks c/o shoes. yo ARTHUR WILLIAMS SHOE CO. 
mission is. ress pot STO MASS. 
Recorder, 127 Duane St., New Y \ - BOLLE N, . 


R sRIpERr eatemnen for Cel Chi Por ped 

or! vity an uffalo, to ood medium Sal Manager anted 
_ a ~— = Ay Brockton, sors. , to es Ww 
sell retail at an mmission basis. . . 
weet | Sows Shee Manatee et ere sotieee > 
e er, ut. t. oston, . 4 ine quality s or 

XTRA MONEY FOR SHOE Sy a — a, a oad with ogee Ms 
as g repu a) . 
EX Best, proved, quickest ooting side-line ever tion for sale. + about — Pury among energy and enthusiasm to handle the 
offered. Article needed and used by thousands efo Boot and Seacbder 207 merchandising of their uct im the 
everywhere. Unusual chance for extra profits. South treet, Boston, Mass. of right way. We would particularly 
Make $35 and up weekly in average terri- P interested in a man who is willing 
tory. mple carried in pocket. Great talking to invest some money im our company. 
points. Dealers see advantages at once. A con- ~ Best of references furnished and re- 
stant repeater. Regular income. Write now quired. For further particulars address, 

State experience. erritory covered, and for ALESMAN to carry a nationally known, in- B700 
h. stock line Turn Boudoir sl in leathers 


how long. What houses you have wit sai ammae Cinth le), and 3 
Age “other facts about yourself. We want = —t ther sole BOOT AND SHOE RECORDER, 
Street, Besten, Mass. 



































fable" men. This offer is from an old-estab- hard toes. Address B-668, care Boot 
lished house. Address W. W. H., 1802 Lomen o. nee Recorder, 207 South St., Boston, 207 South 


Bldg., Chicago. 
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LINE WANTED 


WANTED a. line ladies’ novelty shoes for 

Chicago and surr my ee mig, Ad- 
dress @ SST afe Bow & | Shoe Recorder, 189 W. 
Madison St., Chicago, I 


SALESMAN, with New York office, now sell- 
ing women’s welts to jobbing, chain and de- 
partment store trade is open for age 








lines gag > for same trade. Preference gi 

ae» A Kays to retail at $4 = ts. 
commision basis. Address K 827, 

coal Shoe Recorder, 127 Duane St., 


New You 








FOR SALE 








An Offer That Is Unusual! 


FOR SALE 

A Shoe Store in Los Angeles, Cali- 
fornia, conservatively $10,000 
ann exclusive a: of 
Nationally known: shoe for and 
Women—no gy ey All pe my 
no short or left overs. 
establish 


8 location, poy floor 
tionally low rent. will 
— shout $20,000. Owner has 
reason for selling. Will 
stand strictest investigation. 
For Sale at invoice price plus a small 
bonus. This is 2 cash proposition. 
Address—Shoe Store, 411% West 8th 
Street, Los Angeles, California. 














FOR SALE—One shoe show case, four shoe 
trunks, table, chairs, desk, filing cabinet, 
and wardrobe. Standard Felt Co., 115 East 
23rd St., New York City. 


SHOE store for sale, best location; d 

paying business; money making store. 
reason for selling. pe Any B £98, c/o Boot 
sed Shoe Recorder, 207 South Street, Boston, 
ass. 











FOR RENT 




















FoR RENT, the most valuable corner in_Bir- 

Second Ave. and 2ist St. Space 
= x 27. Kartus Department Stores, Birming- 
am, - 


PITTSBURGH, PA.—100 per cent location, 
pa vicinity of other chain aes shoe con- 





Low rent; immediat 
Charles I. Davis oe avery, © 101 'N. Clin. 
ton Ave., Rochester, 





BUSINESS OPPORTUNITY 








An Exceptional 
Opportunity 
A leading apparel house of 
nearly a hundred years’ stand- 
ing in New Orleans is erecting 


a modern store in the heart of 
the retail district. 


It is prepared to offer about 
2,500 square feet of floor space 
to be operated on a leased basis 
to a high grade ladies’ shoe de- 
partment or a high grade chil- 
dren’s shoe department or both. 
Address K-803 care of Boot and 
Shoe Recorder, 127 Duane 
Street, New York City. 

















POSITION WANTED 





EXECUTIVE, 39 years old, would like to con- 
nect with shoe manufacturer. Has had 
twenty years’ experience in all departments. 
including office of a large last ~ eg 
Prefer position where style knowledge would be 
require Address K 829 c/o Boot & ony Re- 
corder, 127 Duane St., New York City. 











FOR LEASE 
GHOE department to ingoe in, vepales orice de- 
gocument dere is Tew 2s pric 
Department is well located a _——% 'Ad- 
dress B 692, c/o Boot & Shee tr, 207 
South St., Boston, Mass. . 





WANTED TO PURCHASE 








CASH PAID 


for entire shoe stocks or 
of shoes or other 
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Boot and Shoe Recorder 


PUBLISHED WEEKLY IN THE INTEREST 
OF THE RETAIL SHOE MERCHANT 


by the 
BOOT AND SHOE RECORDER 
PUBLISHING COMPANY 
(Incorporated under Massachusetts Laws) 
CAPITAL $150,000 





ARvanTs RATES—Card of Advertising 
tes furnished on application. For rates 
tr = Weel For Sales, etc., see Want Page. 


is taken by the BOOT and 
void 





should be addressed 
NEW Tons Cry, 239 West 
OFFICE z01, 


( 
Olive 6180. 
NEW ni OFFICE: Room 101, Graham 
Scott, Man- 


bard, 5 
LONDON OFFICE: P. V. Curtis, Ma 

11 Hayma London, 8S. W., 1 England. 
AUSTRALIAN OFFICE: 439 Lit. 8. 

Melbourne, G. Jervis Manten, Manager 
CONTINENT. OFFICE: 

Manager I. 12, Vienna, Austria. 


P. 
BRAZIL: Gerente, John 8S. Fitch, 83 Rue 
General Camara, 88 Sob. 
CHILE: San mg Rosas 1128-1127, Otte 
CUBA: Mr. Gomez, Corrales 2A, Havana, 
JAPANESE OFFICE: Yokohama, J. F. Wager, 


Manager. 
SPAIN: Gerente, Leoncie de Librere 
Editor, 20 Fuencarral, 











SUPERB SAMPLE OFFICE 


In the very heart of the greatest shoe market on earth—on Duane 
Street, New York City—there is an unusual opportunity to rent im- 


mediately a fine sample office. 


It has every accommodation to show either a long line of shoes or it 
can accommodate equally well two non-competing lines. 


For all information regarding terms of lease, etc., address B-680, c/o 
Boot and Shoe Recorder, 127 Duane Street, New York City. 


IN NEW YORK CITY 


MISCELLANEOUS 





ATTRACTIVE 
7 = | @) am 4 ARTONS 


LABELS 


ive snoc 


nolioan SERVICE see et 
THAT SATISFY 


08 We 
OF as! 
< mS 6 LABELS © . 


LE RINGTON 
BROOKLYN & 
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MISCELLANEOUS MISCELLANEOUS MISCELLANEOUS 














IDEAL ROLLING 
LADDERS 


Get the Good Will of Your Neighborhood 
Through the Children 


are 
Our combination Pencil Case consisting of leather- 25% Cheaper 
ette case in assorted colors and leathers, Lee pen- and Guaranteed 


+} cils, penholder, penpoint and ruler with id stam 

fH} ing of your name, business and address. Fn y Write oe 

{| priced. Send 20c for sample and prices of quantities. Buccess Bt. te 

i PRETTY SOUVENIR ADVERTDS COMPANY irkwood, Mo. 
37 East 28th Street New York City, N. Y. 




















Metal Shoe Fitting Stools 


Milbradt Rolling and Floor 
Step Ladders WINDOW - = Mirrors 
DISPLAY 


are made in a great many 


—_ to suit all kinds 

of stores and shelving. 

They will enable you to FIXTURES 
get along with less yore 


on» your ‘eevings and Made by 


= OR, Segall & Sons 
Write for our latest ca- 
ot Nadatrs as ‘well’ ss 958, Arch 3. : 
other store fixtures. 
PHILADELPHIA 
Milbradt write for THE CHICAGO 
Manufacturing Co. Are Business Getters pe sie WIRE CHAIR CO 


2416 No. 10th S 
ST. LOUIS, os Send for Catalog and Prices 621 N. La Salle Street, Chicago, Il. 















































7 WANTED TO PURCHASE 


ae (y SHOEC ARTON 
3% inch at 12 cents per We Qe] S We’ll Buy For Cash 
running inch. Complete shoe stores, factories, or 


14 inch at 17 cents per large or small stocks of shoes, leather, 
We des sign ¢ hake! pri mal@estesy4 findings, or any other merchandise. 


running inch. 
1 al 15 Inches fo) those used by the Shoe Trade CASPER and MacLEN 
SE OERY au Com iplele set of samples on request eee ne 


FOLEY & HALLQUIST 
Le ant CASH PAID 


1313 North 7th St. 
for shoe stores or surplus stocks of 
shoes or for other merchan . Leases 
taken over. We will send a repre- 
sentative to investigate and make 
offer upon request. 
Kalter Cerf. Mercantile Co., Inc. 
591 Broadway, New York City 
Phone Spring &160-5161-5162 






































WANTED TO P URCHAS E We buy quick and pay highest cash 
peice for retail and wholesale stocks 
shoes or any other merchan 

Quantity no object. as 
‘or years our special 
mR. Bs Rb Bye Bank and mercantile references. 
596 BROADWAY, NEW YORK, N. Y. BROOKLYN PUR ICATE 
’ e & FRANK W. Proprietor 
Phone—Canal 6874 610 Broadway, 
FOR Phone Pulaski 1798 


WILL ( SLOW SELLERS 
Made Only of Wood i - BUY { SURPLUS STOCKS \ CASH 


for all lines ENTIRE 
Bargains in shoes always on hand for 


IMMEDIATE special sales and barg “basements 
SHIPMENTS = _ Where To Buy 
Send for Catalog 
‘thet Genie Cieanie Ch HIGHEST CASH PRICES PAID Wanted Styles ' 


11 Ww. FOURTH ST. for entire shoe heen We —_ , ow 
_ CINCIN Ti, O. r slow sellers. ities 
ae a no. object. "Retail or wholesale en Short An Extra Editorial Service 
= t n oO ‘our ands. sé 
mie = = ih egg Magy Die A 5 a on to ‘‘Recorder’’ readers, free 
90. for the asking, with authen- 


hon: 
VA FE N> confidential. Ws Established 18 
436 Grand pay x City tic information on current 


BLISHED 1880 We also purchase clothing, hats, fur- roblems. 
, nishing goods, etc Dry Dock 0352 P , 
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H. K. Gardiner Co. Under 
New Management 


PITTSFIELD, N. H.—H. K. Gardiner 
has disposed of his interest in the 
H. K. Gardiner Company to a group 
of forty stockholders and the com- 
pany has undergone a reorganiza- 
tion. The new directors are all Pitts- 
field men and all have been actively 
engaged in the shoe business either 
recently or in the past. Frank P. 
Green, the president, for years oper- 
ated the successful Pittsfield Shoe 
Co. George H. Colbath, vice-presi- 
dent, also has had much practical ex- 
perience. E. C. Ferguson, treasurer 
and general manager, has been asso- 
ciated with Mr. Gardiner for the last 
two years as salesmanager. The well 
known line of “Quality Comforts” 
will be manufactured under the new 
management. A new marketing 
plan, now under consideration, will 
be announced later. 


New Firm Starts Up 
in Lynn 
LYNN, Mass.—The Bond Shoe 
Manufacturing Co., controlled by the 
Bond Shoe Co., well known whole- 
saling firm of New York City, has 
been incorporated and has begun the 
production of women’s novelty Mc- 
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HARRY SCHVEY 


Head of the néw Bond Shoe Mfg. 
Co., Lynn, Mass. 


Kays here. Harry Schvey of the 
Bond Shoe Co., and well known as a 
stylist in this class of footwear, is 
at the head of the new company. 
The growth of the Bond Shoe Co. 
has been so rapid as to make the 
establishment of a factory a logical 
step in its progress. The factory is 
in charge of John Goldberg, well 
known Lynn shoemaker. 


107 


The first shoes are already in the 
works and regular shipments will 
commence early in October. Al- 
though the plans are for a much 
larger capacity, the plant is starting 
off with a daily production of about 
1800 pairs. The factory is equipped 
with all the latest machinery and 
everything is being done to insure 
the production of shoes that will 
keep to the traditional good shoe- 
making of Lynn. 


For Your Store Library 


Out of one of the most complete 
and extensive leather laboratories in 
the world—that of A. F. Gallun & 
Sons Co.—comes a new booklet to 
the trade. Its title is “Leather and 
Calfskin” and its introduction ex- 
plains its contents and purpose quite 
adequately : 

“The A. F. Gallun & Sons Co., 
Milwaukee, Wis., has for years main- 
tained extensive chemical labora- 
tories in which highly trained ex- 
perts devote their entire time to the 
study of animal skin and methods of 
turning it into leather. We have de- 
signed this little book to present in 
a very brief way the results of this 
intensive study to interested mem- 
bers of the trade.” 








LINCOLN STORE SuPPLIES COMPANY 
.1508 Washington Ave., St. Louis 
Novelty Shoe Findings 


Metal 
Buckles 


This is one of our 
many handsome 
designs. 


shoe. 
Chicago 


Rochester, 
Cady-Ivison Shoe 
Also Celluloid Ov " 
Buckles, Rhine - Cleveland, Ohio 
stone Clasps, 
Pump Straps, etc. 





Women’s Turn Vici Kid Three-Strap 
rubber heel, a desirable and distinctive made-to-order 


_ Sold only in 
lots, jobbed by the following: 


Harper-Kirschten Shoe Co., 


Merritt-Elliott Co. 

New York City 
United States Rubbe: 
N. Y¥ 


’ 


KNIGHTS ALLEN CO., Inc. 


“Put together a little better.”’ 
Boston Office: 207 Essex Street 


pair 


Co., 


HAVERHILL, MASS. 


Makers of women’s turns 








APPROVED BY 
MEDICAL MEN 





36 Pair Cases 





If your jobber cannot supply you, write me. 


A. W. GREELEY 
Sgt Sitinats Ptrnce - ; 


GREELEY’S BOUDOIRS Bs 


are the result of specialization and con- 
centration to get quality at a price to 
please the consumer. So far every month 
this year is larger than the same month 


“The proof of the pudding is 
in the eating.” Black or ° 
colors. Leather or rubber 
heels, Black kid with rub- 
ber heels only. 


last year. 


Deliveries At Once 





Haverhill, Monn 
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The Last, 


This New Pattern Quarter / fr 
VELVET PUMP wn ap terepaeg | 


strikes the hour of twelve, midnight, on the 

last day of this year. What a wealth of 
IS READY FOR time! Think of it—golden hours, full of op- 
portunity for some one—for you. 


AT ONCE DELIVERY At the beginning of the last quarter of the 


year it behooves one ‘to look toward the 
goal, and with added effort break through 
all resistance to victory. One cannot go 
back, go over, or go through again. Three- 
quarters have been played. The only way 
is to go on with the game—more intensely. 





Inspiration for accomplishment is obtained 
from many things. A most potent factor is 
the obsession of an ideal. It may not work 
miracles, but on sales, profits and good will 
it is never a handicap. Unbelievable, uplift- 
ing and advancing advantages, frequently 
follow the crystallization of sentiment in 
business into an ideal. “To be the best con- 
cern in the world to work for and the squar- 
est concern in existence to do business with” 
Style N ’ 1527 — Black Velvet is the ideal of one large organization. 
Opera Pump with a Satin Collar trim. The ideal of our organization is ex- 
. 4 pressed in the one word—SUPERIOR. 
13/ 8 Spike Heel Our efforts are concentrated on sup- 
‘ . plying the trade with SUPERIOR shoe 
Also made in Patent Leather with a pdilipeniitations. ‘Tying te:thet 
Mat Kid Collar trim ideal and encouraging customers to use 
Whittemore’s SUPERIOR shoe polish, 
promises to contribute largely to your 
score for the last quarter of this year, 
and every quarter of succeeding years. 


Widths B-C-D WHITTEMORE BROS. 
. CAMBRIDGE, MASS. 


In 36 pair case lots 


V/, 
M 


@ 


A. E. WESSEL & SONS 


Sales Offices and Stock 
Department Ne. 5 Nerth 
4th St., Philadelphia, Pa. 
Meyer Wessel, Sales Mgr. 


BRANCH OFFICE 
New Orleans: 105 Decatur St.; J. Milton Boze 
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“Powder Puff” 


Newest of the new 


. 
. 
s* 






A winsome model destined to = 
play a leading part on October’s = 
= 








stage. 











No, 5246—In Patent Leather, Black Satin, 
Blac« Velvet, Blonde Kid, New French Blonde 
Satin, 17/8 Full Louis Heel, A to C—$4.35 

















IN STOCK 





In the fore 
going materials 
with Cuban 
beelsa—$4.25. 





ump with 
A new short Nag ho bow. 








59 Lincoln Street 


Boston, Mass, 
135 Bush Str 
San Francisco, a 




















AUTHENTIC MODES 
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HIGHEST QUALITY 
HOSIERY IS NOW 


NECESSARY 


Smartly dressed women will 
no longer buy “just any silk 
They insist upon 
the highest quality, because 
hosiery is an outer garment 
which must harmonize with 
the shoes and the costume. 

It is more necessary now 
than ever to stock a full line 
of Gordon Hosiery which is 


9 


hosiery. 


HOSIERY SECTION 








widely advertised and has been 
known for generations for its 
long wearing qualities and 


stylish fit. 


The unchanged policy of 


the Brown Durrell Company 


to make only the highest qual- 
ity hosiery in each price class 
is a protection to the wearer, 
as well as to every merchant 


who sells it. 


Send for 
Advance Style 
Information 


Ky 


Coz 


Established 1872 








The Fashion Department of the Brown Dur- 
rell Company has prepared a twelve page booklet 
showing four costumes that will be worn this 
Fall, which gives the material and color com- 
binations of the costume, shoes and stockings, for 
sports wear, street dress and evening costume. 
Printed in colors, this advanced style informa- 
tion, with the correct color combinations, will be 
an indispensable aid to the sales people in the 
hosiery department. It will be sent free to mer- 
chants requesting it. 








BROWN DURRELL COMPANY 
Gordon Hosiery - Forest Mills Underwear 


NewYork Cordon Underwear Boston 
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No. 255—“Onyx Pointex” service 
weight, lisle top and sole 


No. 355—‘“ Onyx Pointex Shere- $15°>° No. 450—' “Onyx Pointex ae 
silk”, lisle top and lisle- silk”, chiffon weight, 
linet Ole ©. a cheers Por 


; 

. 

: “‘Onyx’’ Hosiery in Manufacturers 

{ 1107 Broadway =~ - New York 
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A Department of the Boot AnD SHOE RECORDER 











Sell Hosiery Because It Is 
Profitable 


It Should Not Be Used Merely as 


HERE are still far too many 
retail shoe stores in the country 
who look on their hosiery de- 
partments primarily as an advertis- 
ing medium designed to draw trade. 
With the theory of this we have no 
particular quarrel. The trouble is, 
that in applying the theory, the mer- 
chant in many cases has sought to 
make his advertisement more im- 
mediately resultful by cut- 
ting prices to a dangerously 
low level. 

This, in most cases, has 
had the result for which the 
merchant wished. It has un- 
doubtedly brought trade to 
the store and may even have 
resulted, in a goodly number 
of cases, in making perma- 
nent shoe customers out of 
people first attracted by bar- 
gain prices in hosiery. 

But what has been the re- 
sult in a few typical cases to 
which our attention has been 
called? After a time this 
hosiery-department-advertis- 
ment has lost its pulling 
power, as any form of ad- 
vertising does when not suf- 
ficiently varied in its dress. 
The merchant is then “stuck” 
with a department which can 
no longer function as an ad- 
vertisement, which does not 
yield him a decent profit and 
which, nevertheless, he must 
continue to run on a cut- 
price basis because the pre- 
cedent has been firmly es- 
tablished. 

He is in the position of the 
man who has the lion by the 
tail and doesn’t dare let go. 


with woven design. 


The truth of the matter is that 
this form of advertising is nowhere 
nearly as effective as the merchant 
dreams it is. 

In the first place, the store with 
a price-cutting policy, particularly if 
it be a store selling the medium 
grades, always cheapens itself in 
the long run. People are apt to dis- 
trust the quality of the merchandise 





A high quality full-fashioned wool stocking 


request 


Manufacturer’s name on 


an “Ad” 


if the price remains consistently be- 
low the average scale. In the long 
run, trade will be lost. 


N the second place, the price-cut- 

ting appeal is by no means the 
most effective that can be employed. 
The appeal of style is far more po- 
tent. A wide range of colors is more 
to be desired than a wide range of 
prices, however low they 
may be. A business built on 
a quality hose is more secure 
than business built on price 
only. 

In favor of the shoe store, 
as has been often pointed 
out, is the obvious advantage 
to the customer of being able 
to buy hosiery and shoes at 
the same time, thus assur- 
ing herself at the time of 
purchase of their suitability, 
one for another. In favor 
of the average shoe store, 
also, is the ease with which 
the woman customer can buy 
hosiery—no going to the 
floor below or that above. 
In most cases, in fact, the 
hosiery can be placed in her 
hands for examination while 
she is completing her shoe 
purchase and her feet are 
still on the fitting stool. 
These are the points to be 
stressed in your advertis- 
ments— 

Colors, 

Quality, 

Ease of buying, 

Assured match or har- 
mony between shoes and 
hose. 


Issue of October 3, 1925 





<a e-TLIEe eREEENarewEeeereeeanrnne 





SST 


a i arene 





116 


HOSIERY SECTION 


Boot and Shoe Recorder 


~ Making Environment an Aid 
in Selling Hosiery 


The Big Thing, Says the Author, Is to Have Cheerful 
Salespeople, Cheerful Colors and 


Cheerful Surroundings 





OLLOWING a recent hosi- 
F ery survey made in sev- 
eral cities, an analysis was 
made to determine the exact 
reason why some stores show a 
greater profit than others. The 
stores visited comprised ll 
grades that sell shoes in the 
range of from $5 to $12. It in- 
cluded too, the cities with as 
small a pepulation as 5000. Some 
of the impressions gleaned will 
be. recounted later. 

This investigator sums up the 
one big reason, that in his opin- 
ion is alone responsible for the 
good showing made in the out- 
standing sucesses, in one word 
“Cheerfulness.” 

Without exception, the hosiery 
departments that are making 
good showings today have a 
cheerful salesgirl, who is tempt- 
ing her customers with cheerful 
colors amid cheerful surround- 
ings. In the smaller stores, 
whose business does not warrant 
the employment of a special girl on 
the stocking counter, it is usually the 
owner himself who has sensed the 
profit possibilities of selling a pair 
of stockings with each pair of shoes. 

The cheerful girl is simply a case 
of careful selection on the part of 
the one who does the hiring. If she 
has that knack of being able to show 
a $1.65 hose to a customer and by 
her method of handling the article, 
to give the impression that the stock- 
ing is really worthy, she is a valu- 
able asset. 


HEERFUL surroundings do not 

necessarily mean elaborate fix- 
tures. One of the best examples of an 
inviting place in which to buy stock- 
ings was found in a small town. Here 
on the hosiery case was a small, in- 
‘expensive lamp at one end, while on 
the other end was a pretty vase of 
home picked flowers. This was a 
one-man store except that the wife 
came in noon times, staying through 
the afternoon if needed. 


Issue of October 3, 1925 


topic: 





What Has Been YOUR 


Experience? 


T is entirely possible that many of our 
readers may disagree with the conclu- 
sions reached by the writer of this 
article to whom we had assigned the 
“What, in your opinion, is the 
one thing most needed to put the hosiery 
department over the top?” 
like a big subject. 





In this particular case, the mer- 
chant operated a good grade family 
shoe store and was thoroughly alive 
to the importance of his hosiery sec- 
tion. His largest sales were on a 
nationally known brand, in a grade 
that cost him $15 a dozen and which 
he retailed at $1.65. Not enough 
profit, some will say, but consider 
that he pays for his rent and light 
out of his hosiery profits. 


ARALLELING this store’s story, 

is one located many miles west in 
a large city. Here only one grade of 
shoes is sold, women’s shoes at $6, 
and again it is found that the volume 
of stockings sold at a uniform price 
of $2 pays the store rent and a little 
over. In the first case mentioned, 
the rent was $900 a year, while in 
the second one, it was more than 
that a month. 

These two examples stand out 
clearly in my mind because in both 
establishments, exactly the same 
methods prevail in operating the de- 





It sounded 
The conclusion which 
the writer reaches in the second para- 
graph of this article, therefore, comes al- 
most as an anti-climax. And yet, remem- 
ber, first that this man is a trained inves- 
tigator with years of retail experience be- 
hind him; and, second, that after all, it’s 
the WAY in which a thing is done and 
not what is done which many times spells 
the difference between success and failure. 
Read this article and see what YOU think 
of it. 





partments. Sales resistance is 
lessened by having— 

First, a well known brand of 
merchandise— 

Second, by carrying a good 
range of popular colors—and 

Third, by having an attractive 
place in which to sell them. 

Even with all this, these de- 
partments would not make the 
showing that they do, unless 
someone was vitally interested in 
speeding up the selling. 

To illustrate the reverse of the 
latter, one store was visited in 
Maine which had a fine hosiery 
cabinet, a good line of merchan- 
dise, attractively displayed, but 
which did not sell enough stock- 
ings to pay for the interest on 
the fixtures. 

The reason the owner gave for 
having a hosiery counter, was 
that so many people asked for 
hosiery that he felt compelled to 
put them in stock. The pro- 
prietor did not like to sell stock- 
ings as he was of the type that be- 
lieves shoe stores should sell only 
shoes. There is no question but that 
he has a perfect right to conduct his 
business as he sees fit, but why 
dabble in it at all and condemn such 
departments, unless willing to play 
the game right. 


TORE after store has been visited, 
where the profits from the hosiery 
department were enough to more 
than take care of the rent. The 
same good merchandising methods 
prevailed in nearly every case. Ord- 
ers for safe colors were placed far 
enough in advance to insure certain 
delivery, while the novelties were 
bought in small lots and often. 
One mistake made by many stores, 
is in underestimating the prices that 
customers are willing to pay. Large 
city stores that specialize in five and 
six dollar shoes, find that the ma- 
jority of their customers wish to 
spend from $1.50 to $2 on hosiery. 
This same. range holds true in the 
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HOSIERY SECTION 


To the Wetherby-Kayser store in Los Angeles is frequently given the credit of doing more sport hose business 


than any other in the country. 


much of it is due to the consistent display—one example of which is shown above. 


While geographical location plays some part in helping to swell the volume, 


The hosiery in this 


window is from the Krueger-Tobin line. 


family shoe stores in the smaller 
cities. In other words, stores sell- 
ing the lower priced shoes, sell a 
much higher priced line of stockings 
in proportion. One good family 
store in a medium sized city had been 
floundering around with 95 cent 
grades for some time. Their cus- 
tomers would buy a few pairs, but 
seldom repeated. 


TRAVELING man who was a 

better friend of theirs than they 
realized at the time, prevailed on 
them to try out some stockings that 
would retail at $1.65. Today they are 
doing the business of the town, with 
a gratifying increase in repeat busi- 
ness. 

Do not be afraid to grade up. 

In the smaller stores, where only 
one or two salesmen are employed, 
the problem of keeping up interest 
depends wholly on the boss himself. 
It is up to him to keep his boys 


posted on what is good and why. 
There are other ways. 

One large store that employs from 
20 to 40 men, uses a quota system. 
A man is required to sell one pair 
of stockings to every two pairs of 
shoes. Each week the sales are 
checked and the salesman who has 
not sold his share is called on the 
carpet. This seldom happens as the 
men get a 7 per cent commission on 
all findings and hose sales. 

Most proprietors agree that a 
money inducement of some sort is 
necessary to jack up the salespeople, 
to make them remember either to 
take customers to the hosiery depart- 
ment, or to make the sales themselves 
as the store system demands. Some 
stores find that the scheme of pay- 
ing the salesman ten cents for every 
customer introduced to the hosiery 
counter works out well; others pay 
the men on a commission basis which 
ranges from 5 to 10 per cent. 


One other question concerning 
which there is considerable discus- 
sion has to do with the proper time 
to introduce hosiery into the sales 
talk. Some maintain that the best 
results may be accomplished by 
weaving together the selling talk of 
both hosiery and shoes. Others get 
good results by placing the stockings 
right in the customer’s hands, 
immediately after the shoe sale is 
made. Then while the shoes are being 
wrapped, the customer has a chance 
to decide. 


HE first mentioned method is 

perhaps better adapted to the 
higher grade shops where price does 
not play such a large part as it does 
in the lower priced establishments. 
In the latter places the theory is that 
if a customer pays $8.50 for a pair 
of shoes and then is immediately 
asked to pay $1.50 more, she instant- 
ly adds the two together and may 


[CONTINUED ON PAGE 131] 
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1—Buy hosiery with 
plenty of talking 
points as to value, 
style, etc., and see 
that my sales force 
knows as much about 
the merchandise as I 
can teach them. 


e 


2—Install a visible stock 
record system so that 
I may see at a glance 
just where I stand 
every day. Supple- 
ment this by taking 
phy sical inventory 
twice a year or 
oftener: 


e 


3—See to it that my 
stocks are lightest in 
July and August and 
heaviest in November 
and December in an- 
ticipation of the holi- 
day trade. 


e 


4—Refuse steadfastly to 
cut prices unless I 
find it necessary in 
order to reduce my 
inventory at the end 
of the season. 
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The Ten Commandments 


of a Hosiery Expert 


Being the program mapped out for himself by the 
hosiery merchandise man in one of the leading 
department stores of the country. 





Full-fashioned silk half hose 

with hand-embroidered effects. 

Shown by courtesy of J. R. 
Beaton & Co. 


e 


5—Begin the Fall selling 
season with 60 per 
cent of my women’s 
hosiery in silks and 
the balance divided 
among combinations 
of silk and wool, 
wools, lisles and 
rayon. 


6—Have an adequate 
stock of fancy wools 
for children and push 
them for gift pur- 
poses as well as push- 
ing them for general 
sale. 

e 

7—Beginning October 1, 
place on sale fancy 
wools for men, sup- 
plementing this with 
fancies in silk and in 
lisle and plain silks. 


e 


8—Keep in touch with 
nearest big city trend 
in styles and materi- 
als, making frequent 
trips to see what 
other stores are dis- 
playing and what the 
trend is in garment 
fashions. 


e 


9—Don’t bother about 
what my competitor 
is doing. Buy for my 
own customers. 


2 


10—Push hosiery for 
specific occasions and 
see to it that, through 
advertising, my trade 
knows what this 
means. 
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Striking 
Window 
Trims— 
Kasily 
Achieved 





striking examples of what 
can be accomplished with very little 
expenditure either of time or of 
money. No attempt has been made 
to build an elaborate background. 
The permanent window backing is 
sufficient. It is all a matter of ar- 
rangement in order to get what is 
known as the “proper composition.” 





E reproduce these hosiery 
windows because they are 
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In the window at the ton of the 
page it will be noted that the solid 
portion of the background is not 
high, and that, therefore, the various 
units in the display have also been 
kept well below the top of the back- 
ground. 


HIS is, of course, essentially a 
hosiery window. Shoes could be 
substituted for the hosiery on the dis- 





play stands in the back of the win- 
dow—with the proper hosiery dis- 
played with them. This plan could 
also be followed in the foreground 
and be made most effective. 

The window at the bottom of the 
page was designed to sell hosiery for 
occasions—sports, in this case. There 
is nothing in the window which 
could not be obtained by practically 
every shoe merchant in the country, 


































just golf clubs, a_ tennis 
racquet and some tennis 
balls. Yet what a striking 


display with the proper sport 
shoes added! 


Shows How Hose 
Is Made 


Milwaukee.—During Dem- 
onstration Week at the Bos- 
ton Store in this city atten- 
tion of many people was di- 
rected to the demonstrations 
in the shoe department and 
hosiery department of the 
store. In the shoe depart- 
ment the process of making 
a child’s shoe was illustrated. 
On the main floor visitors 
watched the knitting of a 
Holeproof silk hose and a 
doll’s hose, or saw another 
interesting demonstration of 
the knitting of men’s hose 
and underwear. 

About 20 departments of 
the store arranged displays 
for the week and they were 
uniformly successful. 
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Silks Continue to Register 


Good Gains 


September Sales Good with Biggest Volume Done 
at Retail Prices Between $1.65 and $1.85. 


buyers and retail merchants 

were concerned, no merchandise 
has ever moved so seasonably—ac- 
tually to the day and the hour of 
fall’s arrival—as hosiery did this 
year. So far as the public is con- 
cerned, it is moving by the calendar 
month, the change from summer to 
fall merchandise registering in the 
public eye on October 1, which is 
eminently the correct date for Fall 
hosiery’s popular debut. 

The delay of one week, 


S: far as wholesalers, resident 


By Camillus Phillips 


government and other statistics that 
nobody ever wants to see—hosiery of 
all kinds, except for bathing pur- 
poses, sold very well. Contributing 
factors were women’s and misses’ in- 
born conviction that their legs are 
well worth seeing and man’s dis- 
covery that any man’s ankle, hand- 
somely disguised, diverts attention 
from the size of his feet. The fairer 
half-portion of the population, hav- 
ing heroically revolted against im- 
moral Paris’ attempt to lower skirts 





from Sept. 23 to the 30th, 
has been due to circum- 
stances over which the fac- 
tors involved in distribution 
to the ultimate consumer 
have no control. If they had 
at their command some 
genie able to flash the fresh 
splendors of fall hosiery into 
all store windows by 9 a. m. 
Sept. 23, be sure that they 
would have used pumice 
stone or an emery wheel on 
the lamp, the ring or what- 
ever magic talisman they 
possessed to make that genie 
snap into his job. As it is, 
transmission of orders, 
shortage of supply in the 
face of sudden, unanimous 
demand, and time required 
for transportation of mer- 
chandise, have all combined 
to leave retail merchants 
mostly fretting in impa- 
tience but also to bring fall 
hosiery to the public on 
what the public regards 


September’s hosiery busi- 
ness may, therefore, be con- 
sidered on the whole as the 
finish of summer trade, last- 
ing right up to the end of 
the month. By the grace of 
a national prosperity marred 
only by some slight doubts 
and dulness during the late 


game. 
ered with imitation grass. 
clubs and bags were introduced as accesso- 
as exactly schedule time. ries. 
A handsome poster in a new effect ob- 
tained by a local artist on celotex board 
by the use of stencils and an air-brush 
occupies the center of the display, in- 
closed in a massive gilt frame. 
ering tree in the background gives an 
additional touch of out-of-doors to the dis- 
play. The drapes were grass green in 
color. 





to the calf, kept right on through 
September wearing the lightest and 
brightest of summer hosiery, while 
retailers kept right on displaying it 
with equal good will. 

The best index to the month’s de- 
mands in hosiery for the country at 
large is to be found in the orders re- 
ceived by New York’s resident buy- 
ers who, making purchases in the 
open market for the hosiery depart- 
ments of all but the smallest of stores 
and specialty shops, automati- 
cally registers, day by 
day, the volume and styles 
in demand in every part 
of the United States. More 
than that: They register 
also demand, style and 
prices as differentiated by 
classes of retailers and by 
cities and towns. Some resi- 
dent buyers serve only the 
largest department stores in 
the great cities. To be 
grouped with them are the 
several prominent coopera- 
tive purchasing organiza- 
tions, whose.member stores 
are all of the first rank. 
Scores of other resident 
buyers serve stores of mod- 








A very attractive display of golf foot- 
wear was installed in the late summer for 
the R. H. Fyfe & Co. by F. E. Whitelam, 
the store’s display manager. 
phere of the golf course was secured by 
the use of the ordinary symbols of the 
The floor of the window was cov- 
Golf balls, 


The atmos- still 


The flow- 


erate size, doing a business 
of $1,000,000 or less per 
year in cities of the second 
and third classes. Others 
do the buying for 
stores, located in various 
centers, whose yearly sales 
volume runs below $250,000. 
As resident buyers for the 
stores of these different 
classes record their orders, 
it is practicable to deter- 
mine, from week to week 
and month to month, the na- 
ture of the hosiery taken by 
the different classes of con- 
sumers. 

Thus, September’s sales 
volume in popular priced 
hosiery for women marks the 





spring and summer—see 
Issue of October 3, 1925 
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GOTHAM 


MOT 


REG. U.S. PAT. OFF. 





Silk Stockings That Wear 


Somewhere a Voice 1s Calling 


[°° really more than a voice—it’s a mammoth chorus. 


And the somewhere is your town—if Gotham Gold Stripe Silk 
Stockings aren't sold there now. 


For even though they may have to be told before they realize it 
themselves, all women want the Gotham kind of stocking. 


We said all women, and we mean it. 


But we know we can’t make a bald statement and ask you, off hand, 
to believe it. 


So we'd like the privilege of sending you “As Others See Gotham 
Gold Stripe.’ It is our story told, not by ourselves, but by a hun- 
dred merchants. 


Read it. Then if you decide you'd like to answer the call for Gothams, 
write again. We have no salesmen. 


GOTHAM SILK HOS.ERY Co., INC. 


Manu facturers 


389 Fifth Avenue, New York 


Mills: Philadelphia and New York 


aS 
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The Featured Styles 


No. 895 Pure thread Japan silk. Elastic 


$14.00 garter top and feet of mercerized 
per Doz. _lisle. Dip-dyed. All shades. 


Regular weight full-fashioned. 


No. 3765 Medium weight (service 


chiffon) pure thread Japan 


$12.00 silk. Full-fashioned. Dip-dyed 
per Doz. All shades. 
No. 3785 Chiffon extra sheer. All silk, 
with the special invisible 
} “inner foot" of lisle. Full-fash- 
/ : $15.50 ioned, pure thread, Japan silk. 
per Doz. All shades. 
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A ‘42500 Hosiery Sale 
Without Cut Prices 


How the Rorabaugh Dry Goods Co. 


of Wichita, Kans. won new customers 


YOCLUME hosiery sales and new customers 
can be won without cut prices,—if the mer- 
chandise and plan are right. Recently the Rora- 
baugh Dry Goods Co. of Wichita, Kans., 
featured Allen-A full fashioned hosiery in a well 
planned 5-day sale without any price induce- 
ments. Results—$2500 in hosiery sales for the 
five days. New customers, a nice substantial in- 
crease and full profit on every dollar. 


Human nature is much the same everywhere. 
This same regular—price, selling plan has been 
used successfully in thousands of other stores, 
large and small, from coast to coast. 


A demonstration of the rapidly increasing popular- 
ity of Allen-A full fashioned hosiery. If you would 
care to have details of this plan we will gladly 
send them on request. No obligation whatever. 
The Allen-A Company, Kenosha, Wis. 


Allen- 


Hosier 


for men, women and children 


Underwear 


Spring needle knit and athletic 
type—for men and boys only 


© A. A. Co. 








Important 
For Your 
Holiday 

Trade 


ORDER Allen-A 
Hosiery packed in 
attractive gift boxes 
for Christmas trade 
No extra charge 
Orders for this pack 
age mu t be placed 
nolater than Novem- 
ber first. 
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close of a summer season notable 
for gains in silk and fiber—now 
properly termed rayon—merchan- 
dise. Demand for lisle has been very 
slight, because all the feminine world 
wants silk and, where it can’t afford 
pure silk, it takes rayon in prefer- 
ence to lisle. Bulk of sales in silk 
stockings were at retail prices be- 
tween $1.65 and $1.85 for full fash- 
jioned merchandise, and the pure 
silks constituted approximately 
60 per cent of the sales volume. 
Silk and rayon mixtures, mock 
seam, constituted 25 per cent of the 
sales volume, and retailed from 79 
cents to $1. All-rayon, mock seam, 
retailing at 49 cents, amounted to 
the 15 per cent remaining. 

Thus silk fiber hosiery, pure and 
in mixture has advanced to about 
40 per cent of the so-called silk ho- 
siery sales volume at this date, and 
has done it, by all accounts, with 
relatively little misrepresentation to 
the consuming public. Its steadily 
growing popularity is attributed to 
two causes: First, the urgent need 
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of the masses for some substitute 
that shall be less costly than pure 
silk in an item of apparel so perish- 
able as hosiery; and, second, the 
swift improvements in fiber manu- 
facturing processes, both for appear- 
ance and wear, which are making it 
satisfactory as a substitute. 

The colors favored have been most- 
ly nudes, French nudes, beige, rose 
beige and some grays. 

In the stores catering more es- 
pecially to the better class of trade, 
hosiery sales during September com- 
prised silks to about 90 per cent, 
with lisles and silk and wool dividing 
the remaining 10 per cent fairly 
evenly. Here, as in the less preten- 
tious stores, the difficulty of price 
has arisen, although to a much less 
degree. The pure silks sell in greater 
volume than the 60 per cent credited 
to more popular priced establish- 
nents, but mixtures of silk and rayon 
sell to the practical exclusion of pure 
rayon. Buyers for these more ex- 
clusive stores have been finding it 
very difficult to secure domestic 
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hosiery in silk and wool which can 
be retailed profitably at $1.95 and 
when it comes down to the popular 
priced wool mixtures, retailing for 


$1, the blend is commonly with 
rayon. In colors, nudes have kept a 
decided lead for women’s hosiery of 
the finer qualities, with other light 
shades favored, about as they were 
in the cheaper merchandise. 


HE general tendency in men’s ho- 

siery during September, as rep- 
resented in orders placed by leading 
retailers and others with their resi- 
dent New York buyers, has been 
rather conservative as compared 
with the Spring and earlier Summer. 
Customers were reported as calling 
more numerously for medium, sub- 
dued shades as September advanced, 
especially in plain half hose, where 
black led in both silk and lisle. The 
color favorites were Cordovan, dark 
gray, navy blue and French tan, in 
the order named. It is worth noting 
that plain half hose still contribute 
cecnsiderable sales volume. 


Gunmetal Again in Limelight 


But Light Colors Will Continue to Lead 


ATHER TIME might have & 

fired a shot heard all over 
the United States on Sept. 23, 
by hosiery retailers and noti- 
fying them to wire their or- 
ders for earliest Fall hosiery 
to their resident buyers in 
New York. 

The first real 
overwhelmed the market— 
manufacturers, wholesalers 
and buyers—with the national 
demand for gunmetals in 
women’s hose. Veterans of 
the market say it is always 
thus—certainly thus last Fall, 
when the first country-wide 
demand for gunmetal in chif- 
fons seemed to come out of a 
land that had been asleep or 
dead to anything except some 
last Summer _ replacement 
orders. 

The result of this indiffer- 
ence to imminent needs, re- 
curring this year, will be that 
thousands of retailers will 
have to wait for their needed 
gunmetals and chiffons until 
the middle of the month, if 
not later. Their resident buy- 
ers, as the telegrams and 


cold snap 


special delivery letters piled 
up, despaired and groaned: 





All-lisle children’s hose, full- 
fashioned feet, imported by 
Entwisle 





“There isn’t so much gun- 
metal hosiery in existence 
now. It'll have to be woven 
before all of it can be de- 
livered. We can’t accept 
further orders for delivery 
within less than three to four 
weeks. And the demand will 
carry all through the Fall 
season, for it will pass on into 
service silks after the chiffons 
let up—whenever they do, for 
underhose have made chiffons 
wearable right into Winter.” 


HICH makes it advisable 

to dispose of the under- 

hose matter at once. Three 
years ago figuring as a curi- 
osity of fashion devised by a 
manufacturer in the West, it 
is now integrally a feature of 
the hosiery department as a 
50-cent item indispensable for 
cold weather. Incidentally, it 
enables every wearer to dis- 
play a fatter calf under thin- 
ner hosiery, which is so much 
to the good from the points of 
view both of wearer and be- 
holder. This Fall, what with 
woman’s firm resolve to let her 
light, and dark, colors shine 
[CONTINUED ON PAGE 125] 
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RETAILS AT 25c¢ 
Style No. 543. A 
= mercerized hose 


and toe. Made in 
Black, White, Pon- 
gee and other colors. 
Sizes 3% to 6%. 
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high spots 


Christmas 


profit-making 


RETAILS AT 80c 
Style No. 1. Sur- 


vives 
usage. 
ribbed, of 
long-staple 

with triple knee and 
reinforced heel and 


and Boy Scout. 









roughest 
Extra heavy 
purest 
cotton, 





Sizes 6 to 12, 
Black, Cordovan 


RETAILS AT 50c 
Style No. 38-B. A 
novelty nunber that 
sells itself. % 
length, mercerized, 
with drop stitch and 
fancy roll cuff in 
contrasting colors. 
Sizes 5 to 10; all 
popular shades. 






















RETAILS AT 506 
Style No. 517. 

wonderfu; value! The 
tots can’t hurt them 
by creeping, because RETAILS AT 35c 
they’re built for just Style No. 304. A 
that wear. Of pure, heavy triple knee 
durable Rayon and hose of purest cot- 
wool. No harmful ton which wears as 
dyes, either — made well as it looks. 
Black, 










in the natural color Made in 
only. Sizes 3% to Cordovan and _ Boy 
6%. Scout. Sixes 6 to 12. 





know. And the better the values the greater the sales, and 












The Buster Brown styles for 
men and women are acknowl- 
edged 
market and will make your 
Hosiery 
biggest 
ahout 

5, and 598, especially. 


leaders today’s 

Department your 
profit-maker. Ask 
numbere 624, 6651, 


CU sow. anc time is the biggest profit-time for hosiery, as you 


thus the greater the profit. These Buster Brown values in 
children’s hosiery are unequalled—and may be obtained under the 
Buster Brown plan whereby you can 
GET overnight delivery service on both FACE no risk from colors “dying out.” 


original © stock and fill-ins from FIGHT no competition in your neigh- 
nearby jobber’s warehouse. borhood on the same brand. 
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Jor Men 
JSorWomen 


For WEaR/ 


BUSTER BROW 
HOSIERY 


BUILD good-will and reputation for 
your store as local headquarters for 
nationally known and advertised 
Buster Brown hosiery, thus securing 
all repeat business. 


RUN no risk of stale goods or loss- 
taking clearances, yet keep strictly 
up-to-date. 


BUY no big units just to get a price. 


Make the Buster Brown jobber’s warehouse an annex to your 


store. Full information about the line, prices, etc., on request. 
Amory, Browne g Co. 
BOSTON CHICAGO ST. LOUIS NEW YORK 





REG. U.S. PAT. OFF. 
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Gunmetal Again in Limelight 


But Light Colors Will Continue to Lead 


before men for their full 
money’s worth under short 
skirts, the underhose is all 
set for sale everywhere except 
in the warm South. And buy- 
ers wise in the ways of woman 
and her fashions are not so 
sure but that slender Miss 
Dixie will suddenly realize 
her need of a more rounded 
muscular development below 
the knee. Late October, 
therefore, will not be too early 
for hosiery retailers to put 
underhose on display and early 
October may be somewhat 
late for placing of orders. 


HIS factor of early order- 

ing applies throughout the 
hosiery field, with particular 
application to women’s mer- 
chandise. All of the legiti- 
mate mills were overburdened 
with business during Septem- 
ber. New York buyers serv- 
ing store departments of the 
medium grades are inclined 
to emphasize the increase in 
October demand, first for 
chiffons and later for service 
goods. There will be exten- 
sive need for the regular 8- 
strand chiffon hose retailing 
from $1.19 to $1.29 per pair. With 
retail competition growing keener 
this Fall than ever before, many 
more retailers will be hunting for 
the irregulars of the 11 and 12- 
strand service hosiery, ordinarily 
wholesaling at $10 to $11 per dozen, 
the price of the regular 8-strand 
weave, and practicable for retail sale 
around $1.29. 

Reviewing October demand in 
women’s hosiery as a whole, leading 
New York resident buyers expect 
only a very limited call for lisles. 
Bulk of demand will be for full- 
fashioned silks, followed by spring 
needle, mock-seam silks; then by 
latch needle silks; next by latch 
needle silk and rayon; and finally by 
latch needle pure rayon. This order 
adheres pretty closely to that which 
prevailed throughout September. 
Unless October should prove to be 
exceptionally cold—and early cold 
weather is generally anticipated— 
combinations of silk and wool will 
not figure materially in women’s 





[CONTINUED FROM PAGE 123] 





Smart woven stripe effect on full-fashioned silk. knee. 


Courtesy Lehigh Silk Hosiery Co. 


wear. But all resident buyers agree 
in counting on a good season for 
silk and wool and they urge their 
client stores to place orders well in 
advance of need to avert delay in 
deliveries. 


ti in women’s hose for Oc- 
toker include black as conspicu- 
ous not only because it is popularly 
considered most serviceable for un- 
certain weather conditions but also 
because of the extensive swing to 
black silks in women’s dresses in late 
September. Some leading resident 
buyers, however, argue from their 
early orders that black will hold good 
more generally in the West than in 
the East. For the rest, gunmetal 
will reassert its popularity, while 
there will be much demand also for 
nudes, champagnes, rose blonde and 
flesh tan shades in the chiffons, and 
for nudes and flesh tans in service 
hose. ‘There should be demand also 
for such darker shades as rosewood 
and sandalwood. Colors for eve- 


ning wear will comprise the 
high shades which have been 
favored previously — orchid, 
Nile green, powder blue and 
maize. Stores which aim to 
offer nice discriminations will 
do wel! to carry shades such as 
mule, ecstasy, mauve taupe 
and rose gray. 

While buyers for out-of- 
town hosiery departments 
count on no very large busi- 
ness in women’s sport hose, 
the great departments of the 
better class in New York City 
believe they will do quite well 
with sport lisles and sport 
wools in diamond patterns as 
the standard choice, followed 
by plaids and checks. Color 
combinations in this women’s 
sport hose will include the 
various bright hues, tans and 
browns, and black and white. 

A novelty in chiffons which 
has been steadily offered in 
some of the more exclusive 
New York departments is the 
decorated stocking, a develop- 
ment of the original Penning- 

‘ ton with a rose below the 
The variations have 
extended to hand-painted de- 
signs, embroidered initials 
and attached lace ornaments, such 
as white butterflies. They have sold 
to a limited extent for party wear 
and are reported to enjoy more suc- 
cess at parties and dances than they 
do on the counter. That is, while 
comparatively few girls have bought 
them, those who have bought and 
worn them are delighted with the 
results. Hosiery retailers who aim 
to give their departments that little 
touch of smartness should find these 
decorated chiffons excellent as show 
pieces, because they are obtainable 
now in a variety and beauty of 
ornamentation and can be retailed 
at a fair price—$5.95. The market 
looks for a slight vogue along similar 
lines in women’s sport hose, on which 
artistic hands have been painting 
figures of athletic girls wielding 
racquets or golf clubs. The newest 
of the decorated chiffons carry their 
designs as high as the knee. 
The resident buyers looked for 


[CONTINUED ON PAGE 131] 
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Now Featured by Smartest Shops / Three Big Sellers 


66 G AUZETTE” $750 per doz. ice All Silk Ingrain 


This all-silk chiffon hose originated by Holyoke last summer has No. 405—Medium Weight. 
a superb sheen and delicate color loveliness that plainly show its 30 popular shades. 
surpassing quality. . . . Though so apparently sheer it will wear re- Price $22.50 per doz. 
markably well because made of the finest dyed silk. 

No. 462—Chiffon extra, 


sccg COLORS NOW FAVORED BY FASHION LEADERS Sheer, reenforced knee. 25 
mon a e e i ‘ 
Ghemebers Gienaeen Light Blve Pony Torgsies latest popular shades. 
A *French Nude auve ose Beige ite : 
Aztec. Grey 31 *Mauve Taupe Rosee Yellow Price $27.00 per doz. 
Black Gold a ma — Pink Zinc N 
Blush *Gun Metal orille ilver ’ . 
*Bran Honey *National Grey Sudan _ a ae 
*New Fall Shades. extra sheer, reenforced 
Send for Catalogue, Clocking Chart and Color Card knee. 10 latest N. Y. and 
z Paris shades. 
Hotyoke SitK HostEry COMPANY - -  - HOLYOKE, MASSACHUSETTS Price $27.00 
358 Fifth Avenue, New York 453 Washington St., Boston rice $27.00 per doz. 
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Endless-Chain Coupon-Selling Craze 


Sweeps Over Country 
Ten Dollars Worth of Hosiery for One Dollar 
By O. K. Johnson 


MASSED attack is being 
Amis under the banner of 
merchandising, upon the 
frailties of human nature that 
express themselves in the fren- 
zied eagerness of the human 
race to get something for noth- 
ing. 
We had thought the endless- 
chain scheme legally dead. Yet 
here it is with us again, as mis- 
leading and demoralizing as 
ever, flooding the country with 
contracts and coupons from a 
score and more of distributing 
points, under the protection of 
/ an injunction issued by the Su- 

preme Court of the District of 
Columbia restraining the Post- 
master General from enforcing 
a fraud order. 

The scheme takes hold of good 
substantial folks. Wives of the 
city’s public officials, leaders in 
fraternities, and popular mem- 
bers of women’s clubs are sold 
the idea. Sometimes it happens, 








If It Hits Your City—Do This 


IRST, it was the house-to-house can- 

vasser; and now comes a revival of the 
endless chain method of selling hosiery. 
This has been tried out also in shoes. 
Mr. Johnson, who tells us about it, is a 
trained advertising man practicing his 
profession in Rochester, N. Y., where for 
years he was connected with the Eastwood 
store, one of upper New York State’s most 
successful shoe stores and one in which 
the selling of hosiery has been made a fine 
art. 

In a letter received with this manu- 
script, Mr. Johnson says that “the Retail 
Merchants’ Association, Better Business 
Bureau and Investors’ Protective Commit- 
tee are planning a publicity move to make 
the scheme unpopular here.” So we shall 
have some more good stuff out of Roches- 
ter before long. And in the meantime, 
the facts contained in this article should 
be sufficient to form the basis of a suc- 
cessful attack against the scheme if it 
crops up in your community. 


pany cannot lose, since no mer- 
chandise is sent out until pay- 
ment for it has been received. 
But it is equally certain that the 
customers will lose, just as soon 
as a contract and coupons are 
sold to anyone who does not, in 
turn, sell the coupons to others. 
And it is likely that the ultimate 
losses will run into big figures, 
in view of the probability that 
the maximum number of con- 
tracts will be out, on partial 
payments, at the time when the 
saturation point is reached in 
any community and the bubble 
is exploded. 


HE subject of combating this 

sort of merchandising scheme 
is to be discussed at the conven- 
tion of better business bureaus 
in Indianapolis in late Septem- 
ber. These bureaus represent 
the National Vigilance Commit- 
tee of the Associated Advertis- 
ing Clubs of the World. Per- 








when one appears with hand- 


haps some way may there be 





discovered to stop these un- 





some new stockings that cost her 
only a dollar for five pairs, every 
woman on her street pays a dollar 
for a coupon and then three dollars 
for three others to sell to her friends 
and neighbors. Immediately, nearly 
everyone in the neighborhood is try- 
ing to sell them. And soon it seems 
as though all possible customers are 
likewise potential agents, and when 
each discovers that she must buy as 
well as sell, then—if not sooner— 
the bubble bursts. 

I have just been reading a con- 
tract that a neighbor handed to my 
wife. Here is the interesting scheme: 

Someone sells Mrs. Alfred a 
coupon, for which she pays one dol- 
lar cash. The one who sells it to her 
sends to the company the name and 
address of Mrs. Alfred. Mrs. Alfred 
forwards the coupon to the company, 
with three dollars cash, and receives 
a receipt for four dollars as credit 
on a ten dollar purchase of stock- 
ings. With the receipt comes a con- 
tract, with three coupons, which she 
in turn is to sell to her friends at 


a dollar each and thus reimburse 
herself for the three dollars she has 
already paid the company. Now, if 
the three who buy coupons from her 
remit three dollars each to the com- 
pany to secure contract and coupons 
for themselves, then, and only in 
such case, does Mrs. Alfred receive 
delivery of the five pairs of stock- 
ings she has contracted to purchase 
and on which she has made first 
payment. Contingent, therefore, 
upon this receipt of nine dollars 
from Mrs. Alfred’s friends, ten dol- 
lars’ worth of hosiery are sent to 
her, while her net investment, from 
her own purse, has been just one 
dollar. There is a further provision 
that, if Mrs. Alfred sells only two 
coupons or only one coupon, she may 
secure delivery of the stockings she 
has purchased by herself paying 
three or five dollars respectively 
when returning to the company the 
one or the two unused coupons. 

It is clear, of course, that the com- 


scrupulous, misleading methods. 
Think for a moment how impossi- 
ble it is for such a scheme to work 
long without leaving coupon-buyers 
holding the bag, with no possible 
way in the world to get the mer- 
chandise they have bought at the 
represented price of one dollar for 
ten dollars’ worth. The endless 
chain scheme builds a_ top-heavy 
structure. See how the figures run: 
If one resident of a community 
should buy a set of three coupons 
and sell them to neighbors, who in 
turn should each sell other sets of 
three coupons until finally only 
twelve links in the chain had been 
completed, the total number of peo- 
ple in that community who would 
have purchased five-pair lots of 
stockings would total 265,723. The 
amount of merchandise sold would 
be 1,328,615 pairs, at an advertised 
value of $2,657,230. 
Of course, the structure soon tum- 
bles down of its own weight. Or, to 
use the other figure of speech, the 
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Capitalize on Woman’s Eagerness to Reign! 
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GLOVE 8 


There are just as many women who will in- 
dulge themselves in beautiful gloves as there 
are women who buy beautiful shoes and fine 
silk hosiery. 


The indulgent customer is usually extrava- 
gant, and her repeat purchases make her a 
desirable visitor in your store. You can win 
the good will of this coveted customer by 
never failing to please her with a full variety 
of gloves, shoes and hosiery. 


We are making satisfactory deliveries every 
day to discriminating merchants and they are 
reaping profits on these purchases. Each in- 
coming French steamer brings us new smart 
glove creations direct from our factory in 
Grenoble. 

You can buy from us with confidence. Send 
us an open order and we will send you a well 
assorted range of Novelty Patterns that will 
please you. If they don’t, remember the ex- 
press works both ways. 


FULL FASHIONED HOSIERY 


We have a large hosiery stock in a range of fast selling fall colors for IMMEDIATE DELIVERY 


C8900—A popular selling medium weight service hose, full 


fashioned with lisle top.................00. $12.00 per doz. 
©700—Medium weight service hose, heavier than (900, full 
fashioned with lisle top...............ccec- $13.00 per doz. 


C500—42 gauge chiffon, full fashioned with silk poe ay 

0400. Hees ight, 42 full fashi oe lisle t 

C400—Heavy weight, gauge, fu ashion sle ~ 
$15.85 


per doz. 


ALL ORDERS SHIPPED SAME DAY AS RECEIVED 
Fall Hosiery color card now ready. 


P. CENTEMERI & CO. 


CEN TEMERI 
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construction of the chain is 
brought to a stop because 
some link is not welded. 
Someone who has bought 
coupons suddenly realizes 
the sordid, despicable fea- 
tures of this plan, makes no 
effort to sell the coupons she 
has obtained, and stands the 
loss of the money she has 
expended in a bad bargain, 
bringing the scheme just so 
much nearer to its final col- 
lapse. 

Unfortunately the com- 











pany has other chains 
started, through advertising 
and through other contacts. ful 
And it is likely to be quite 
a long time before the com- 


Full-fashioned woven sports pattern in beauti- 
Shown by Onyx 


color combinations. 
Hosiery, Inc. 
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Points to Watch in 
Meeting Color 


Demand 
66 Y greatest problem, 

right now,” declares 
Miss Lucile Schaniel, man- 
ager and buyer of the wo- 
men’s hosiery department of 
the Goldstein-Miguel Co., 
Waco, Tex., “is in meeting 
the exacting demand for 
colors. It seems that every- 
one wants something new or 
different in color, and to 
hold their patronage satis- 
factorily we must provide it. 
We meet this demand, with- 
out hazarding our chances of 








profit, in a number of ways.” 





panies of this sort will close 
up shop. They will keep going as 
long as they can, selling as many 
contracts and first sets of coupons 
as possible, chuckling over the 
knowledge that the oftener a link is 
broken the more money they retain 
and the less merchandise they have 
to send out. 

A wise effort should be made to 
amend the laws so as to make these 
schemes illegal. As long as they are 
within the law, they are sure to crop 
up frequently in one form or an- 
other. To stop them permanently, 
correct the law. But there 
are practical things which 
merchants can do to combat 
this evil whenever it ap- 
pears in their community. 
The first thing to do is to 
go to your newspapers, 
either as an interested citi- 
zen of the community or 
through your association 
representatives, and seek 
newspaper support in two 
ways: 

First, by refusing to ac- 
cept endless-chain advertis- 
ing as misleading, injurious 
and demoralizing. 

Second, by publishing ar- 
ticles concerning the scheme, 
printing the truth about 
this great gamble, its work- 
ing and effects upon those 
who innocently respond to | 
the advertising appeal of | 
something for nothing. 

If you want further facts 
to use in some such local | 
campaign of education, ; 
write the editor of Hosiery 
and information will be pro- 
vided. 

This selling scheme is by 
no means new but none the 
less dangerous and it is well 
to know what can be done to 
combat it. 


et 


Don’t Neglect Your 
Children’s Trade 


Don’t forget that the Fall and 
early Winter will see the usual in- 
crease in demand for children’s 
hosiery. Of course, much of this 
merchandise is purchased just in 
advance of the opening of school 
but the replacement business is big, 
as children are hard on their 
hosiery as every mother will testify. 
Stock good, durable staples for play 
and school, fancies for dress. 





Smart wool half hose with woven patterns 
in interesting color combinations. Manu- 
facturer’s name on request. 





Few Lines 

Miss Schaniel believes that it is 
good policy to confine one’s stock to 
as few lines as possible, so long as 
the stock is complete; but she de- 
clares that it is impossible to meet 
the demand for color with a single 
line, or even two good lines, at the 
present time. She finds this in spite 
of the fact that one manufacturer 
whose line she features, offers nearly 
thirty combinations. She buys, as 
far as possible, from the two or three 
lines she prefers to handle, then 
from other sources until the 
color demand is satisfied, and 
in this way keeps her stock 
down. 

“In buying in this man- 
ner,” she explains, “it is 
naturally impossible to order 
in large quantities and far 
in advance of shipment. Al- 
though I place _ blanket 
orders well in advance of 
date of shipment, I do not 
specify colors until just be- 
fore time for the order to be 
shipped, because it is impos- 
sible, in our locality at the 
present time, to guess far 
in advance just what color 
demand is going to be. 
I try to order not more 
than thirty days in advance, 
where I specify colors.” 

Staying in intimate touch 
with the shoe department, 
Miss Schaniel finds, is a 
great aid in meeting the 
color craze. As soon as a 
new line of shoes comes in 
the department sends her 
samples of colors and she 
immediately orders hose, by 
wire, to match if the hosiery 
stock does not already con- 
tain ample color combina- 
tions. 
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Why Mavis Underhose? 


BECAUSE: 


. Mavis are the ORIGINAL underhose. 


. Mavis Underhose all contain wool— where there is no wool there is no warmth— even 
the cheapest is 70% pure wool. : 


3. Mavis Underhose are scientifically constructed to hug the ankle and feet. 
. Mavis Underhose are dyed a special tint to exactly match the skin. 


| 5. Mavis Undasock and Undalegin are made under our own patents“and are so constructed 
H that they cannot roll back. 
} *- AND = 


Mavis brings customers to you through national advertising. 


nN 


a 


Products of the 


i MAVIS HOSIERY COMPANY, INC. 
19 Madison Avenue, New York 
Issue of October 3, 1925 
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BLUE RIBBON 
No. 100 


Price, $12.00 per dozen 
Sizes — 8'; to 10 


Packed quarter dozen to a box 


RED RIBBON No. 50 
Price, $7.50 per dozen 
Sizes — 8'. to 10 


Packed quarter dozen to a box 





PATENTED. 


Mavis 
lindasock 


No. 25 
Price, $6.75 per dozen 
Sizes—Small, medium, large 
Packed halt dozen to the box 


Mayis 
lindalegin 


No. 40 
Price, $10.00 per dozen 
Sizes—Small, medium, large 


Packed quarter dozen to the box 
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in 


the Limelight 


change in men’s hosiery immediately 
on the advent of Fall temperatures 
which, they agreed towards the end 
of September, might be regarded as 
about arrived. But silk, silk and 
rayon, and silk and mercerized were 
being ordered as well as wools and, 
in smaller volume, the silk and wools. 
Plaids, checks and cross stripes are 
features of men’s fancies, mostly in 
two-color combinations. Checks 
should lead in wools. The color com- 
binations that are likely to be fea- 
tured as fashionable are, in the 
order named, light and dark brown; 
dark green and brown, red and 
brown, gray and navy, gray and 
Yale blue, gray and green, gray and 
red, and black and white. These 
may be said to constitute the assort- 
ment required for a good Fall show- 
ing and they run through silk and 


(Concluded from Page 125) 


wool also. Other fancies include 
combinations of cordovan with white 
and gold, of tan with white and gold 
and of navy with white. The plaids 
are prone to be pretty striking, red 
showing prominently in numerous 
combinations. 

Ordinarily, men’s golf hose falls off 
in October. But this year leg hose 
matching the coat sweater and the 
pullover has proved a remarkable 
favorite and retailers generally are 
counting on the combination to de- 
velop into an excellent holiday fea- 
ture. 

Children’s hose during early Octo- 
ber will run to % lengths with fancy 
tops, chiefly in lisle with tops of lisle 
or rayon. English rib effects will 
be general. There will be much busi- 
ness done also in combed yarns for 
children’s school as well as dress 


wear. The colors will run through 
the tan and wood shades. In chil- 
dren’s half socks, colorings will be 
high, with plaid tops. 


Making Environment an 
Aid 
[CONCLUDED FROM PAGE 117] 

decide that $10 is more than she 
wishes to spend at that particular 
moment; while, if the two purchases 
are treated separately, the total 
amount spent does not seem so large. 

A number of stores have been noted 
that are putting across double sales 
on chiffons, using as an argument 
that these stockings should not be 
worn over a day at a time without 
laundering, and as a clincher, diplo- 
matically telling of the short life of 
these sheer hose. 
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Ee These Practical Shoe Forms Combine 
“The Place to Sell Hosiery Is the Shoe Store” & Well With Hosiery Displays 
THREE YEARS AGO “HOSIERY” ; ae . 
started to preach that text to an audience 4 ATURAL in size, graceful, trim 
of over 10,000 attentive shoe merchants. 5 and neat, they can be used in 
The sown seed is growing with amazing the attractive display of harmonizing 
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A Far Better Thread Silk 
Stocking to Sell Around $1.00 


The buyer who is trying to meet a demand for full 
fashioned hosiery at around a dollar, can do so with 
credit, satisfaction and profit to himself and his trade 


by teaturing Qpre Gaventy Five rics vas 


the appearance and tailoring of a full 
fashioned stocking but far outclasses, 
in looks and wear, any fashioned 
goods at anything near the price. 


Trade Mark, 












Guaranteed Hosiery 


Pure Thread ery 


Every inch of fine double cracked, 
extra silk is guaranteed against all 
irregularities. Shaped in the knitting, 
not in the boarding. Fine guage 
spring needle knitting. Wide, elastic, 
reinforced tops that make the regular 
price look special. Looks fine and is 
twice as fine as it looks. 

No, 568—Pure Thread Silk Chiffon silk to 
welt. One of the clearest and sheerest 


Chiffons made. Packed in individual bags. 
Per doz. $8.00. 

No. 570—Full Fashioned Thread Silk 42 
gauge superfine chiffon with special pat- 
tented, reinforced heel and toe. Packed in 
individual bags. Per doz. $14.75. 


Also—Ladies’ silk and wools for Fall in 
both full fashioned and seamless. 


RAY-MOND HOSIERY CO. 


373 FOURTH AVENUE, NEW YORK CITY 
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Worried About 
Fancy Wools? 


)) 


wee 


No need to worry if you want the real 
quality article in light weight wools. 

















Everwear can give you prompt service 
with one of the most attractive lines 
ever put out. 


These are genuine Everwear quality 
backed with the Everwear reputation. 


Dozens of interesting color combina- 
tions in salable plaids and checks—the 
kind of merchandise that upholds a 
store’s reputation. 


You'll be glad to have them as the back- 
bone of your fall and winter men’s 
hosiery line. 


Today—write for samples! That costs 
you nothing. 


Everwear Plaids Everwear Checks 


Number 339 Number 340 
Light weight wool Light weight wool 
$8 dozen $8 dozen 


Retail at $1 a pair Retail at $1 a pair 
The Everwear Hosiery Co. 


Milwaukee, U. S. A. 


230 Fifth Avenue 
NEW YORK 


36 South State St. 
CHICAGO 


130 Bush Street 
SAN FRANCISCO 
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